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We Want Every Hardware Dealer 
\ To Test This Sensational NEW 


MIRACLE 
GRASS SHEAR 


SEND 50c FOR YOUR 
fk SAMPLE ($1.50 SELLER) 
| Dt cuts like Magic- 


THE Mt RACLE , will sell itsel, b to you 


1.Easiest working and yout customers 


PROVE OUR 


shear—never needs 
oil. 


2, Regardless of dirty t ; SEND 50c TODAY FOR YOUR 
Se page 3 , SAMPLE (DELIVERED PREPAID ) 
3. Cuts finest grass or ... WITH YOUR STORE LETTER- 
HEAD AND JOBBER’S NAME 


toughest weeds. 


4. No spring or rivet 
pe EISER MFG. CO 
Blades, extra long, s - 
wad hardened, ca? For 50 Years Leading Makers cf Quality Grass, Sheep, 
groun u \ Horse and Hedge Shears 


olish. 
f READING, PENNA.., U. S. A. 
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BIG VALUES 
BIG SALES 





BIG PROFITS { 


BOSS is going places— 





winning friends and in- 
fluencing Dealers every- 
where (in cities, small 
towns and rural areas). 





Sizes and models to satis- 
fy every customer: Table- 
top, Console and Cabinet, 
Lower-priced Open mod- 
els, with 


“Top-Speed" Long Chimney, wick type burners 
“Blu-Hot" Adjustable, wickless type burners 
"Swift" Valve Control, wickless type burners 
“Prize™ Needle-valve, wickless type burners 





BOSS Dealers now have the advantage of a long established, na- 


tionally known and advertised line in every price and style class 
—with outstanding values that assure volume sales. The BOSS 
Man will gladly call at your request. 
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Behind this Door 


IS THE BIGGEST GAS RANGE 
NEWS OF THE YEAR 


OPEN THE BROILER DOOR of the new Estate 

. and there it is. The exclusive Bar-B-Q Broiler. 
Another sensational first by the inventor of the 
table-top range. A wonder broiler that grills or bar- 
becues, with radiant heat, whole chickens, hams, 
roasts, etc., to new deliciousness. This is just one 
feature of the range that gives you more to talk 
about than any other gas range in the world. No wonder 
everybody’s saying that 1940 is an Estate year. Let us help 
make it the biggest gas range year in your history, too. 





Coe - SELL THE BIG NEW MARKET ESTATE OPENS 
BY ITS ENTRY INTO THE LOW-PRICE FIELD 
It was the big news, last Fall. It’s the big news to- 
day. Estate’s dramatic entry into the low-price, big- 
volume field! Hundreds of new dealers are now sign- 
mil. @ oe. ing up with Estate—getting ready to cash in on the 
antl nation-wide demand for these quality-built Estate Gas 
Ranges that now cost no more than lesser-known, 
lower-quality ranges. Write or wire today for com- 
plete details of the big gas range profit opportunity of 
1940. The Estate Stove Company, Hamilton, Ohio. 











THE STEAL-THE-SHOW GAS RANGE OF 1940! 
With new Bar-B-Q Broiler, Air-Flow Oven, famous Grid-All, ex- 
clusive Mechanical Hand, new built-in design, Estate Speedex 
Burners. Illustrated: the Holyoke Estate (Model 705), one of 
the new de luxe models. 


aa 4 
... THE “FUEL-PROOF’ LINE OF MODERN 
COOKING AND HEATING APPLIANCES. 
JANUARY 11, 1940 a... 
Hardware Age, published we other Thursday by Chilton Co. ( (Ine. ), Publication office, Chestnut end. 56th ‘Sts, Philadelphia, ‘Pa. Editorial “and Baceutive offices, 889 We ae 


39th St., New York, N. Y. Entered as second-class ome March 24, 1933, at the Post Office at Philadelphia "under the Act of March 8, 1879. (Printed in 
$1.00 per year. Single agus 15c each. Vol. 145, z 











Yes, that really is screen cloth—the best that 
can be bought an the best that you can sell. 
For screen buyers know that bronze is a money- 
savert, and that only standard weight cloth..- 


1. Lies flat 
2. Has 4 firm, solid “feel’’- js easier tO 
handle and frame. 


_does not bulge oF twist. 


3, Gives the lon 
ected of bronze. 
A. Weighs 15. lbs. 
mesh cloth. 


Customerslookfor 

ing screen cloth. 

standard weight bron 

you can give your customers what they want. 


We do not make screen cloth but furnish Anaconda 
Bronze Wire ' leading cloth manufacturers. 4099 


THE AM 
ERICAN 
BRASS 
4 COMPANY, G 
eneral Offices: Waterb 
: erbury, Connecti 
cticut 





In Canad. 
‘a: Anaconda 
American 
Brass Ltd. 
., New Toronto, Ont. « Subsid 
, ubsidiary of A 
naconda Copp 
er Minin 
1g Compan 
y 


HARDWARE AGE 










[ STANLEY ] 


TRADE MARK 





FAST-MOVING 
DRIVERS 










“ FREE BOOK! 

: Write for your copy of ‘‘Fast- 

d Moving Drivers’’! It shows the 
complete line of Stanley Screw 


Drivers, several new numbers and 
the many colorful Display Units. 


J 
, The Tool Coxe off Toe World 


JANUARY 11, 1940 
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The Stanley line offers you the 
widest variety of Screw Drivers 
to meet all your stock needs. 
Stanley Fast-Moving Drivers, 10c 
to 50c, are the volume producers. 
The many free counter merchan- 
disers will help you sell more of 
these Drivers to your trade. 

Also Stanley offers you 


Castct 


Get Your Screw Driver Sales 
On The STANLEY Super-Highway! 


‘‘Stanloid’’ and ‘100 Plus’’ 
Drivers for your artisan trade, 
Drivers for Phillips Screws and 
a host of other Drivers for 
special uses. 

Avoid duplication, be assured 
of quality merchandise, speed up 
your turnover! Choose all your 
Drivers from the Stanley line! 


ORDER FROM YOUR JOBBER ! 








STANLEY TOOLS 


DIVISION OF THE STANLEY WORKS 


NEW BRITAIN, CONN. 
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THE COMPLETE LINE 











PAT. NOS, 2,005,694 


- 2,073,460 
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MULTI-POWER. 
WILL BE AD- 
VERTISED 
TO OVER 4 
MILLIONS! 


We've pointed this amazing new Hedge Shear for Hard- 
ware “Open House.” It is another Seymour Smith quality 
product—a typical profit leader with its exclusive Com- 
pound Lever cutting action. For MULTI-POWER makes 
hedge clipping easy and restful. It eliminates all jolting, 
‘ slam-bang blade action. Pressure on handles is stepped up 
SIXTY PER CENT to keen, cutlery steel blades. 







, a 
ASK YOUR Ask your Jobber about-MULTI-POWER for “Open 
a JOBBER House.” Learn about the sales-making helps that go with 


ABOUT THIS it—free postcards to mail to your customers, colorful 


displays, folders, etc. Or write direct to us if you prefer. 









N99 
“OPEN HOUSE SEYMOUR SMITH & SON, Inc., Oakviile, Conn. Sales 
STOCK SPECIAL Representative: John H. Graham & Co., Inc., 105 Duane 
‘aole Here's a sales-tested MULTI- Street, New York, N. Y. 
SHEARS POWER assortment that will 


get you started for “Open QUALITY INSURES PROFIT 


House.” Contains a balanced 







compoune 

























rid ; f Multi-P “Stand-Up” EZY-CUT © 
assortment of Multi-Powecr EZY-CUT Grace Shears 





sizes plus displays, streamers, 


folders and Free gardening 






The Modern Efficient Action. 


Grass Shear. Cuts Cutlery Sceel 
This thyplay holds @ MULTIL-POWER shear 


as You Walk! Blades 
—and imvites the customer to try its action. W R ITE FOR CATA LOG ‘ 


WORLDS LEADING SPECIALISTS IN PRUNING TOOL MANUFACTURE 
QUALITY = = ee) es ed See 
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postcards to mail to your 









trade. 












































LUSTAQUIK 
ENAMEL (WME LALLA 


OFIT 


IN YOUR 


HAND 
yanze 


You don’t need a palmist to predict success with Kyanize. Ask 
the man who sells it. He'll show you how the Kyanize lifeline can 
pull sales your way. 


When people who constantly use Kyanize praise it — there’s 












proof of performance. Kyanize has always supported dealers with BOs, 
attractive displays — outstanding direct mail advertising. & On 
Kyanize dealers know the terrific sales power of the famous ti, Verve, i 
Kyanize quality . . . Se/f-Smoothing. Kyanize adds new pun:h with Cures "*t on 
the most vital sales argument in the paint trade today . . . LIFE. Fiem Pitty, 
Arresting national advertisements in color are telling people Jag}, , “me 
everywhere that Kyanize means style plus LIFE. Ada, tat 


Investigate the exclusive Kyanize agency plan. Mail the coupon. big, Pps “i 
BOSTON VARNISH COMPANY, Everett Station, Boston, Mass. Se a 


anize Se olf Smoothing PAINT Prop , 


Vers 


—~, 


= Kyanw ' 
Sooner — ‘ af 













lustrous finish. resisting, water- pre ing wanes a high porn 
Waterproof, wash- proof enamel in rubbed effect. both master painter 
able. 18 shades. 10 popular colors. W: hes easily. and home owner. 





Wt:. Dealer: SELL THE PAINT THAT GIVES S%@ PLUS L/FE / 
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Sensational Single Unit Pr 
Tea experts laughed when we told them they could make per- 
fect tea in a vacuum type coffee maker. Said they - “It just 
can't be done. Good tea requires boiling water. Hot water 
rising from below “bogs” down the flavor. Boiling water must 
be poured or sprayed over the tea leaves to release their 
rich delicate flavor.” 
When we showed these experts the vented upper bowl 
which forces the water to boil before it rises to the upper 
bowl and the Tea Spray which sprays boiling water down on 
top of the leaves, these experts hailed us as wizards. “This”, 
they said, “is the first perfect tea maker produced in 1600 
years of tea drinking.” «a 
And now we announce a second major triumph. A single unit USE THIS WHEN 
that is both a Silex Glass Coffee Maker and a revolutionary USE THIS MAKING TEA | 
Silex Spray Tea Maker. WHEN $ 
The upper bowl of this new unit is vented and is provided MAKING 
with a vent-hole closure. To brew perfect coffee, close the COFFEE 1. oe 
vent hole and use the patented Silex Coffee Filter. To brew rf 
tea, open the vent hole and use the Silex Tea Spray. Close , 
To introduce this new double purpose unit, it is being offered until February 29th, 1940 at an =“ ‘ 
‘ P ‘ ole by 
especially attractive price. sliding 
P ‘i , 95 closure up 
Electric Model (8-cup size black trim) 9679 vatut Special Price +4 
All specials are also available in 10-cup sizes and with the new startling ivory trim or in red 
trim at slightly higher prices. een 
- P 95 cofee 
Kitchen Model (8-cup size black trim) $470 VALUE Special Price $2 filter , 
The double purpose model is a “natural.” And at these bargain prices every family will buy. 
Profit from this sensational opportunity. Place your order now. TO MAKE TEA i - 
PYREX BRAND GLASS. HANDY UPPER BOWL HANDLES. °C 
pen 
THE SILEX COMPANY - HARTFORD, CONNECTICUT cog 
ole by 
‘Creators of the Glass Coffee Maker Industry ” sliding 
closure 
down 
° 
Use 
Silex 
Tea Uy 
a Kk Re D US. PAT. OFF, ¢ ] 
pray 
SEE THESE NEW MODELS AT ROOM 907W, PALMER HOUSE, CHICAGO, JANUARY 7™ To 137 Ss L. 
JA 
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NEW 44i4LEX ENTRIES 


in the 1940 Sweepstakes 


Narrow Neck Models for Better Pouring 


These are the added entries in a race in which everyone 
wins. Now you have models to meet every demand. 

The electric Catalina Model at the new low figure of $6.95 
(either black or ivory trim) will win in a walk — It is com- 
plete with Anyheet Thermostatic Temperature Control and 
“self-timing’ stove. Packaged in a gold foil gift box. 


Wide Neck Models for Easy Cleaning 

The Saratoga has removable chrome lower bowl decoration 
and Moldex trim in black or ivory. Equipped with Anyheet 
Thermostatic Temperature Control and “self-timing” stove. 
In the Bretton Models you have a choice of ivory or black 
Moldex removable lower bowl decoration and handle. 
Place your bets on these models. 


Pyrex brand glass. All units complete with upper and lower bowl covers and Dippex coffee measuring spoon. 





$4.90 OR 17% EXTRA PROFIT FOR THE DEALER 


Special Introductory Offer a $2.95 Unit and 3 Ivory Guest Trays FREE 
when you buy this Sweepstakes Assortment 


Retail Value $33.65 - Your Special List Price Only $28.75 


OFFER EXPIRES FEBRUARY 29, 1940 











BRETTON BLACK CATALINA IVORY SARATOGA IVORY BRETTON BLACK CATALINA BLACK 

KITCHEN MoDe,  HLECTRIC MODE, © ELECTRIC MODEL KITCHEN MODEL ELECTRIC MODEL ELECTRIC MODEL 
* Cat. No. Els . Wo. - Cat. No. BWE-8-1 

GaPF ct. me arse Ivory Tray 65c Ivory "Tray 68¢ a Tray 65e Camanes Geren ae 


Sweepstakes Assortment Cat. No. 1940A — $28.75 





' 








An exclusive patented feature. 
Uniform period of infusion 
assures uniform coffee. Brew 
returns to lower bow! without 


















removing gless from stove. 





A patented feature. Permits 
easier pouring without lifting 
cover. And it’s out of the way 


when cleaning the bowl. 
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dregs requires 















(AS RAE 
E ANYHEET REMOVABLE 
Ve THERMOSTATIC BOWL 
STOVE TEMPERATURE DECORATION | 
CONTROL Aw exclusive patented feature. | 


An exclusive patented feature. 
Keeps coffee at correct serving 
temperature indefinitely. Pro- 
vides choice of any heat without 
variation, regardless of voltage. 
You simply “dial your heat.” 





SNAP-IN SPRING UPPER 

DETACHABLE TENSION BOWL 

DECANTER A oer ‘ HOLDER & GUEST TRAY 
COVER ead eeecee. 

No danger of fil- Invert the upper bowl on this 


ter falling out or breaking bowl. 
Perfect flavor and freedom from 


cloth filter. Upper 


wbow! may be inverted when 
"brewing is completed. 















Gleaming chrome plate. There ° 
is no danger of setting up heat 
strains by burning decoration 
directly on the gless. Heat 
strains cause breakage. Plain 
undecorated glass costs less for . 
replacements. 










gleaming Moldex tray. Or use 
the tray for individual serving at 
buffet parties or for serving 
cocktails or other drinks. 
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Crosley 1940 Freezorcold Shelva- 
dors are QUIET*, are priced for 
ACTION and PROFIT, and are 
built of quality material and by 
quality methods throughout, even 
where skimping can be hidden, so 
that Crosley dealers may say with 
conviction to the thousands of 
prospects Shelvador features will 
attract,“you can buy no better re- 
frigerator anywhere at any price.” 
* 


*The 1940 Crosley Freezorcold Shelvador is prac- 
tically noiseless. A metal flue-like envelope 
around the condenser and lined with sound in- 
sulation contributes to this new silence. Sound 
that travels from compressor to the outside via 
the condenser is muffled in this hush-a-bye fea- 
ture. Engine compartment is also insulated for 
sound. Stroboscope studies of oil splash inside 
sealed unit enabled engineers to eliminate further 
noise in unit operation. 








The new Crosley Freezorcold 
tures are dealers’ 


_—\ Ge wg 
= ae d, |e cto \ 
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SHELVADOR 


MODEL MW9-60A —Important talking 
points of the new 1940 Crosley Freezor- 
cold Shelvadors apply to this model . . . 
Quietness of operation, the economy and 
usefulness of the miniature cold storage 
plant—the Freezorcold, the convenience 
of the Shelvador, the quiet, economical 
power of the hermetically sealed Electro- 
saver Unit, the porcelain lining in the 
food compartment and the brilliant 
baked-on Dulux finish. 
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Shelvadors with €9 exclusive 
sure source of profit in 1940 


It does not cut into the space 
inside the refrigerator. It holds 
more than a shelf full of small 
food items which removed 
from the inside shelves, pro- 
vides that much more room 


The Shelvador is an advantage no other refrigerator has : 
or bulky foods and articles, 








It is the most convenient feature a refrigerator has ever had because it keeps small things constantly in sight and because it makes 
efficient use of all storage space. It is an economy feature, too. It shortens the time the refrigerator door need stand open when food 
is sought or being put away. This saves power. 





A Miniature Cold Storage Plant 


This new idea introduced by Crosley into domestic electric 
refrigeration is exciting all women who see it. It stores frozen 
foods—freezes fresh meat, game, poultry, fish . . . keeps ice 
cream. This Freezorcold compartment permits women to buy 
frozen food specials at lowest prices and store them until wanted. 
It holds from eight to twelve pounds of meat. It’s a fine place 
to chill salads quickly. Fresh meat can be frozen and aged in it. 
It has tremendous sales appeal beause it offers possibilities of a 
much wider variety in the family diet and at the same time 
provides for definite economies in food purchases. 





3 VLAE ME 





With Self-Lifting Lid 


This drawer, just below the evaporator, is a degree or two 
above freezing. That makes it ideal for beverages. It can be 
used as an auxiliary to the REAL meat keeping feature,—the 
Freezorcold. The COLD-DRAWER will keep meat fresh for 
several days but the Freezorcold will keep it many days. The 
COLD-DRAWER is handy and easy to operate with one hand. 
It slides out smoothly and the lid lifts itself automatically when 
you pull out the light porcelain drawer. This drawer lid is perfora- 
ted to catch water in the drawer during the defrosting process. 





Crosley 1940 Shelvadors begin with the 3 Cu. Ft. Apartment House Model at 
$99.50. 4 and 5 Cu. Ft. Shelvadors at $114.95 and $127.50 respectively, attract 
fF i prospects. 6 Cu. Ft. Freezorcold Shelvador tops Special MA9 
Th. at $137.50. 


» MB9 models step from the low price MA9 line into the deluxe ML9 line of 
five models which present every refinement and luxury of shold refrigeration 
that ingenious engineers and home scientists can conceive. : 3 
Top model of the deluxe line is the super-Freezorcold Shelvador in which the 








gener: compertmen i idi i intained b ee m e 
poe ba ie comet cies pp tee mg aire . Various foods keep best at different temperatures. Thrifty and 
*Delivered and installed . . . 5-year protection plan $5.00 additional . . - efficient housewives will respond to such a feature. They will be 
prices slightly higher in south and west. - ‘ ‘ 2° as 
quick to take advantage of refrigeration characteristics that 
TH E CR OSLEY C ORP Oo R ATI .°] N provide maximum safety and preservation for ALL foods. 
POWEL CROSLEY, Jr.. President CINCINNATI 


Home of “the Nation’s Station” —WLW—70 on your dial. 
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Like Karl Hoelm of C .o . pictured 
above, dealers everywhere are having similar experi- 
ences to his own. They find their customers demand 
Myers Water Systems. And there is a logical reason 
for this when you come to think about it. Nationally ad- 
vertised, thoroughly established and long recognized 
for their superior performance values, Myers Water Sys- 
tems are bound to bring business to dealers wherever 
located. 





That's why we say at this, the beginning of another 
yegr, "It's a wise move on the part of any dealer, plum- 
ber or pump man to sell Myers exclusively". Customer 
demand plus customer satisfaction plus your own in- 
creased sales and profits place you in position to cash 
in on Myers prestige during 1940. Sales opportunities 
come every day to Myers dealers because—the Myers 
line is complete and meets every requirement. 


Ask us or see the Myers distributor in your territory. 


mz FL.E.MYERS & BRO.¢s. 


ASHLAND, OHIO. 


tf your we 
MYER 


PUMPS WATER SYSTEMS -nAy 
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Model 181-ST 


Solid Rubber Tires 


hte AL 4 





<eNY. 


Model 218-ST 


Solid Rubber Tires 








Model 421-ST 


Solid Rubber Tires 





Model 421-PT 


Pneumatic Tires 















STEARNS 


POWER LAWN MOWERS 


ANNOUNCE 


A Bigger Line— 
A Bigger Market 


12 MODELS 


Eight Wheel-Drive Four Roll-Drive 
All Reasonably Priced, Starting at 


$69.50 
With the addition of Models 421-ST and 
421-PT for 1940, we now have a line of 12 
popular priced, practical models all designed 





especially for the hardware trade and sold 
exclusively through the channels of that trade. 


Our constantly growing record of past years 
proves that Stearns Power Lawn Mowers sell 
easily, rapidly and profitably. They are sim- 
ple, dependable items of merchandise, built 
without tricky, complicated mechanism. 


National advertising in the leading home 
magazines with a monthly circulation of more 
than five million copies will send customers 
into your store. We have been able to refer 
thousands of interested inquirers to our jobbers 
who in turn refer these inquiries to their deal- 
ers. Be prepared to serve the market we are 


creating for you. 


Representative models and prices are shown 
here. All models are powered with Briggs & 
Stratton engines and equipped with solid 
rubber tires on drive wheels, rollers and cast- 
ers. Goodyear pneumatic tires for wheel-drive 
models are available at moderate extra cost. 


Ask Your Jobber or Write Us 
for Catalog No. Al 


E. C. STEARNS & CO. 
SYRACUSE Estab. 1864 NEW YORK 








Model 318-ST 


Solid Rubber Tires 


Model 321-PT 


Goodyear Pneumatic Tires 





Model 124-PT 





Pneumatic Tires 









EXTRA YEARS OF BEAUTY— 


Nothing sets off a house like a new coat of paint and no paint 
keeps its good looks like white lead paint. White lead doesn’t 
mean white paint only— it can be mixed in any color. 


The lead were mining here is 


what puts gumption in paint 


OU know how lead stands 
weather. Well, this lead metal 
is what’s used to make the white lead 


used in paint. 


No wonder white lead paint lasts so long. 
No wonder it stays smooth and tough 
and durable—free from cracking and 
chipping like lead itself. 


You don’t have to take my word for it 
that ‘lead is great stuff in paint. 


Just ask any painter who’s got a reputa- 
tion for work that stands up. He'll tell 


you the same. 


FOR GOOD PAINTING 
choose a good painting 
contractor. Doing a good 
job on cornices and other 
hard-to-get-at places 
requires expert knowl- 
edge that makes the 
work of the skilled paint- 
er your wisest choice. 
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“|LL SAY IT LASTS! I'VE 
SOLD MILES OF AMERICAN 
FENCE ON ITS LONG LIFE. 
IN 40 YEARS IT’S NEVER 

LET ME DOWN!” 


*To make more sales 


and keep customers 
satisfied ... stick to 
the leaders — 


USS AMERICAN 
FENCE acPOSTS 


HEN a farmer comes to you for 









fence and posts—he comes with 
complete confidence that you sell a first- 
rate product—fence that will last and do 
a good protection job. It’s important to 


fence sales, and to your other business as 






Us. , — well, that you sell fence your customer : 
; 2 2 "sg pe iy % ° * 
ADAEICA will be glad he bought from you. Remem- 





Fa Cr a «| , 
ls is wre : ber, a farmer who gets a good buy tells 


others about it — and brings new cus- 





tomers to your store. 

That’s why American’s reputation for 
strength and long life is so important. Be- 
cause it gives a farmer a lot of value for 
his money, it is used on more farms than 
any other fence. 

Make your store buying headquarters 
for farmers who want good fence and 
posts. And use our many dealer helps to 
let farmers know that you sell America’s 
favorite farm fence. 


AMERICAN STEEL & WIRE COMPANY 
Cleveland, Chicago and New York y 
COLUMBIA STEEL COMPANY 
San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY 
Birmingham 


United States Steel Export Company, New York 


> 
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YES... THERE’S AN OCCASIONAL 
“BLACK SHEEP” IN EVERY FLOCK! 


But your chances of getting one in the Crestoloy 
flock are less than One in a Thousand ! 


A careful analysis of our records for 1937, ’38 and ’39 discloses 
the interesting and significant fact that fewer than one 
Crestoloy Wrench in a thousand was replaced for any reason 
whatsoever! That’s rather an exceptional record but it still 
isn’t good enough to suit us. Consequently, our research 
engineers continue their ceaseless efforts that even the 
may be eliminated. 


= DR iF 





. 


*Soccasional one’ 


The enviable reputation of Crestoloy Wren- 
ches for extra performance and value has 
been justly earned. Make these better tools 
your choice. All Crestoloy Wrenches are 


fully guaranteed. 


CRESCENT TOOL COMPANY, JAMESTOWN, NEW YORK 


CRESTOLOY «7... 
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Be the first in yourskrade ar 
and sell this new stemoving P 
fencing! it’s a natur \" for increas! 
netting sales. 


or write direct! 


The Original 
Straight-Line 
Netting 
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«a= \, Make Pruning Months 


_ EXTRA-PROFIT MONTH 


ine By Selling 


ATKINS 














“For better, healthier trees — for bigger, finer 
fruit — careful, thorough pruning is essential” 


This and similar advice in horticultural guides” is right 
now making customers‘for you among home and profes- 

sional gardeners and fruit growers in your community. 

Turn the advice into extra, profitable sales by featuring 

Atkins Pruning Tools for the next few months. Catch 

the eyes of prospects already in the buying mood * with 
a display of representative saws. Clinch sales with the 

name “Atkins as assurance of correct design... fast 

and easy cutting...remarkable edge-holding qualities. 

Get your order in to your jobber today and sell more 

saws this spring! 


*Also Atkins advertising in Better Homes & Gardens ond horticultural papers, 
totaling millions of readers. 

















Atkins No. 100 Pruning Shear 
Fast-selling shear of improved de- 
sign that makes pruning easier and 
faster, without cramp or strain. 
Compact and durable. Reinforced 
tough alloy blade stays keen for 
long periods without resharpen- 
ing. A real value. 
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Here is a very appropriate and strik- 
ing display unit that is highly suited 
for all counters and windows. Con- 
venient in size and has a definite 
plus value to more sales. 

Six of Atkins popular Shears are 
packed together with the sales dis- 
play in each silent salesman, as- 
sorted as follows: 


1 only No. 100 1 only No. 102 a) 
2 only No. 101 2 only No. 103 
See individual description E. C. & co. 
on reverse side 


Buy Two Assortments ~ 
ONE for your WINDOW “For Every Cutting Job, Atkins Has The Edge’ 


one fra SNe S beet S AWS 


410 S. Illinois Street, Indianapolis, Indiana 
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IT’S A TO SELL 


CORTLAND 


ULTRA-PREMIER 


SCREEN WIRE CLOTH 


' 
al 





‘mee | i a @ 
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...and it sells itself 
the “ Next Time” 


@ Ultra-Premier is a business-building screen 
wire cloth. It was developed to fill a definite 
need. A need for added strength, longer service, 
and greater protection from small insects. 


@ The answer to all three problems, we found, 


was in the use of a larger diameter wire. And so, REASONS WHY 


> 2S Ss om 





The following is a listing of 


the practice of using !4-heavier-than-standard, “spy 

3 , reasons for the superiority of e- 
open hearth copper bearing steel wire for Ultra- Ultra-Premier Screen Wire “Ss 
Premier, was adopted by Wickwire Brothers. Cloth. : r 
f 1. SPECIALIZATION® Made by 3 wh 

® Added strength—safety where safety is essen- a manufacturer who for more than 

. ‘ . 65 years has ialized in th 
tial, as in doors and upper windows. Longer yong is aan enka : oa 
screen life, through the fact that a larger diam- gpemenee rs oft 
A . , 2. LATEST PERFECTED MA- q 3 

eter wire withstands corrosion longer than stand- Cuneta’ « Amucenpastbet wend 
ard size wire. Greater protection from all ing—uniform wire and mesh sizes. Tig 
insects due to the smaller mesh openings which 3. HEAVIER GAUGE WIRE ¢ ts 

° . P Wire used in Ultra-Premier is 
results when heavier wire is used. ONE-THIRD HEAVIER Oe i 
ay } : than that used in standard screen a 
@ And so, it is little wonder that Ultra-Premier wire cloths as 

sells itself the second time. Ask your jobber to 4. MELT AND ROLL OUR OWN 

tig . STEEL © Unlike many manu- 

show you a sample of Ultra-Premier; feel it, facturers, we melt and roll our own 

test it yourself. You can’t sell a better steel cee ens SN 
- materials and processes assures, ty 

wire screen cloth. at all times, a complete check of 


the wire from which Ultra-Premier 
is woven 


5. HEAVILY ELECTRO-ZINC 
COATED ¢ A heavy percentage 
of zinc, applied by electroplating. 
assures a Coating which resists rust 
and adds years to screen wire life 


6. 4-WIRE SELVAGE . Struc- 
tural strength where needed most. 
Four parallel wires along selvage 
edge, effectively prevent wires 
pulling loose from nailing strips. 





i 

te. a 
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WICKWIRE 
BROTHERS 
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CORTLAND, NEW YORK, U.S.A. 
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SCORING DIRECT HITS—where 
dependable hardware is specified! 


RCHITECTS and BUILDERS 

agree that you eliminate 

the dangers of inefficiency and 
wear when you insist upon 


National 
HARDWARE 


Years of experience and inten- 
sive laboratory and research 
work are back of the develop- 
ment of this extensive line. The 
designs and working efficiency 
of National Hardware are at- 
tuned to the modern trend of 
today’s building requirements. 


The thousands of successful 
National dealers throughout 
the United States are daily in- 
creasing in number, attesting 
to their implicit faith in our 
product and in the fine coop- 
eration we are rendering the 
trade-in the merchandising of 
National Hardware—a:,prod- 
uct you can both buy ae sell 
with complete confidence. 


There is reserved for you an 
attractive and fully illustrated 
catalog if you do not already 
possess a copy. 
National Builders’ Hardware is 
sold direct to the retail dealer—a 


polic y that promotes quality, serv- 
ice and direct selling cooperation. 


STERLING 


National Manufacturing Company iiiners 
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SOAKING aud 
DRYING! 


CHARLES PHELPS CUSHING 


That is a test Jor GOOD ROPE 


Columbian Rope is noted for the way it retains its flexibility, even after 
repeated soaking and drying in the hot sun. The reason for this is simple— 
Columbian Rope stays flexible because it is thoroughly waterproofed! Each 
individual fibre is of pure Manila and is carefully treated by an exclusive 
Columbian waterproofing process—before it’s made into rope! 


There are other advantages to the exclusive waterproofing method used 

in Columbian Pure Manila Rope: (1) It has the non-kinking property of a 
correctly balanced rope; (2) It's easy to handle in all kinds of weather, and 
under all conditions; and (3) It adds to the life and service of the rope. 


QU ALITY Look for the RED-WHITE-BLUE Columbian surface markers. It's 
‘ your assurance of high-quality pure manila rope! 


rs COLUMBIAN ROPE COMPANY 
Auburn, “The Cordage City,” New York 


every step of the way 
COLUMBIAN i=: ROPE 
PURE MANILA 
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FLASHLIGHT BATTERY HISTORY 


Will Not Stick! Will Not Plug] Doubly Insulated! For 
the very first time, a unit cell with real plus features 
—backed by the most liberal guarantee ever offered— 
now at the new low retail price of 10c. 


~ ) FREF COUNTER 
= DISPLAY 

{ Unit package of 48 Ray-O-Vac Leak 
Proof Cells slashed to $3.12 dealer's 


( cost— provides full profit of 35%. 
e \@ Order from your wholesaler today. 


ay-O0-Vac will re- 
ne ui place the flashlight }j 
; \ pase equal or ( R A Y 0 V A C 
o> greater value. A ” - 
RAY-0-VAC | 
COMPANY 
=\ MADISON, WISCONSIN 
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Selling Sentences 


THAT WILL STEP UP YOUR SALES 


OF G-E MAZDA LAMPS 


THE JOO WATT SIZE IS DOWN TO 
I5¢ NOW...SHALL I PUT IN A COUPLE 
FOR YOUR READING LAMPS? 


MAY I SUGGEST A HANDY PACKAGE 
OF 6 FOR 90c ? IT’LL SAVE YOU 
ANOTHER TRIP LATER ON. 


Have you tried the G-E MAZDA Daylight 
Lamp? It makes ironing easier and the 
100 watt size is only 30c... 








| NORTY years of national advertising have given G-E 
“ae : MAZDA lamps a higher acceptance than almost any 


ae 





other product in the world. Cash-in on this acceptance 
by instructing sales people to use selling sentences like 


\ ; ; 
these. You’ll be amazed at the increase in sales. 


G-E MAZDA LAMPS 


| | \ 
| 
\( # GENERAL @ ELECTRIC 


Made to stay brighter longer 
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fl / Built-in superiority is selling 
” ~~ WA the Lockwood Ball Bearing 
. LA = S Ae / Super Closer. No other door 


closer combines all the features offered here. 


First: It is the only surface type closer with ball 
‘ bearings at the important frictional points. 





Second: Friction-free construction makes doors, 
by actual test, as much as 66% easier to open. 





This metal label on the 
closer identifies it as 
a Lockwood Ball Bear- A 
ing Super Closer. . 


Third: The newly designed gland which is posi- 
tively leakproof; the over-sized shaft — 70% 
larger than the average of all other shafts; the 
super spring, all add up to longer life, lower 
maintenance costs and—repeat sales. 


It will pay you to look into this modern 
Lockwood Super Closer! Write today for fully 
illustrated folder. 


Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchburg, Massachusetts 


Lockwood Super Closer ready for use. 
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Informal Editorial Comments 





Happy New Year! :— 


The old year ended up with 
business generally looking very 
much better and with a highly en- 
couraging outlook for 1940. The 
new year promises a continued 
active building market which is of 
utmost importance to the hard- 
ware trade. The traditional bug- 
bear of a “presidential year” does 
not seem so important nor was 
there ever any good reason why it 
should. When the coming election 
does get under way there should 
be hectic campaigning—not under 
partisan political banners so much 
as under the principles of diamet- 
rically opposed economic philoso- 
phies. If we are to have a happy 
1940 and are to look forward to 
future happy years, it is impera- 
tive that we protect ourselves by 
more thoughtful choosing of office 
holders—supporting or opposing 
candidates on the basis of their 
records, their allegiance to sound 
American ways of conducting gov- 
ernment and their realization that 
private initiative needs a new hope 
and a new encouragement un- 
shackled by incompetent profes- 
sional politicians who couldn’t 
hold jobs as office boys in any suc- 
cessful private business. Such of- 
fice holders must no longer be per- 
mitted to tax and regulate business 
to the point of near-strangulation 
and to harass every effort to ex- 
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pand with stringent rules that 
keep investment money stagnant. 
We can accomplish some part of 
this improvement, and, if we do, 
we will enjoy a Happy New Year 
and have faith that there are, in 
the future, more happy New Years 
in store. 


Chicago Housefurnishings 
Shows :— 


The Chicago Housefurnishings 
Show is an important factor in the 
distribution of many lines sold 
through wholesale-retail hardware 
channels. Conducted primarily to 
interest housefurnishings’ buyers 
from wholesale hardware houses 
and department stores, these shows 
have fine exhibits and are well at- 
tended. For many years the show 
was held in one place, in one of 
the major downtown Chicago 
hotels. Some differences arose be- 
tween participating manufacturers 
and the result is two organizations 
with two separate shows at two 
different hotels. This split was a 
definite source of annoyance to 
visiting buyers, forced some man- 
ufacturers to show at both hotels 
and generally lessened the effi- 
ciency of this large annual event. 
There are two hotel shows this 
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year again but there are high 
hopes in the industry that a peace 
move and consolidation are under 
way. Without doubt, a single 
show from 1941 on will encourage 
more buyers to attend and will 
please more people as there are 
also the two permanent exhibits in 
Chicago at the Merchandise Mart 
and Furniture Mart, respectively, 
with many worth while displays, 
for the buyers to see. The differ- 
ences between the two groups of 
manufacturers should be amicably 
and equitably settled during the 
1940 show, now in progress. If 
they are, the buyers for whom the 
show is intended will be much 
more interested in’ future Chicago 
Housefurnishings Shows. Else- 
where, in this issue, is a news 
statement isued by the National 
House Furnishings Manufacturers’ 
Association embracing that body’s 
proposal to effect a merger with 
the House Furnishings Manufac- 
turers’ Association of America 
that a consolidated exhibit may be 
held in the future. Without pre- 
tending to pass on the merits of 
the controversy that brought about 
the cleavage nor to even suggest 
that the proposal mentioned is 
necessarily a fair basis of proceed- 
ing for a merger, I do emphati- 


29 

















cally state that the merger should 
take place and that this proposal 
should at least be the starting 
point for the negotiations toward 
that goal. 


Builders’ Hardware :— 


In my recent mail is a most in- 
teresting appeal from an ambitious 
young man who would like to be- 
come a competent “builders’ hard- 
ware engineer.” Since receiving 
this letter I have met the young 
man and am favorably impressed 
with his personality, his ambition 
and his intelligence. Somewhere 
in the hardware industry, among 
producers or distributors of build- 
ers’ hardware, there must be an 
opening for this recruit and for 
many hundreds more like him- 
for the builders’ hardware field is 
desperately in need of more 
younger men, coming up for future 
useful services in this important 
part of our business. Both the 
manufacturers and the distributors 
must share the responsibility of 
training an adequate number of 
competent men to take their places 
in the ranks and carry on when 
the present leaders in the field 
have completed their services. And 
to date too little has been accom- 
plished along these lines. I urge 
you to read two paragraphs from 
the letter from this young man 
and realize that his earnest plea 
also represents the appeal of many 
inarticulate youths who, too, would 
make good timber for the build- 
ers’ hardware field. 


The Letter :— 


This young man writes: 

“In a recent issue of Harp- 
wARE ACE you stated that there 
is a shortage of youths aspiring 
to become builders’ hardware 
experts. I have the ambition 
and desire to learn the builders’ 
hardware business but have been 
unsuccessful in trying to find 
an opportunity to do so. I am 
25 years old, sound ih health 
and a high school graduate. I 
have been gainfully employed 
since I was 16, completing my 
high school education at night. 
For three years, I was with a 
New Jersey hardware firm in 
the builders’ hardware depart- 
ment and had an opportunity to 
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handle a few simple blue print 
jobs for some modest homes. 
The builders’ hardware field ap- 
peals to me very strongly and I 
would like to return to it. 

“My present salary is $26 per 
week with Sears in the hard- 
ware department of one of their 
large stores. I would gladly ac- 
cept a much lower salary and 
would move to any part of the 
United States in return for an 
opportunity to become _profi- 
cient in the builders’ hardware 
field. I promise that I will work 
hard and will study industri- 
ously and, as long as I can get 
a living wage, will ask only for 
the opportunity to make prog- 
ress in this field which I feel 
holds a good future for me. | 
can provide favorable _refer- 
ences as to character, integrity, 
and willingness to work hard.” 


Progress :— 
This letter 
much that I have quoted it to 
about 50 leaders among the manu- 
facturers and distributors of build- 
ers’ hardware. From their re- 
sponses I know that they too are 
impressed. To date I have un- 
earthed six possible leads for this 
young man to pursue. In the 
meantime, from another part of 
the country, comes a similar letter 
from another ambitious man. He 
is a little older with a little more 
experience in builders’ hardware, 
yet with the same earnest desire to 
return to an opportunity to equip 
himself for a real fature in that 
field. He also has the data on the 
six leads obtained. I am hoping 
both of these young fellows will 
locate satisfactorily and prove to 
be worthy of the opportunities 
presented. But this is not the best 
way to handle such inquiries nor 
is it an efficient method for the 
builders’ hardware industry to al- 
low to continue. Builders’ hard- 
ware engineers are needed and 
they don’t grow on trees. They 
have to be trained and preferably 
should start that training at an 
early age, when their minds are 
receptive and their responsibilities 
limited to supporting only them- 
selves. At that time of life they 
can move about freely and can 
live on less income. They also 
have, if well selected, the burning 


impressed me _ so 


zeal of youth to spur them to 
greater progress and to really dig 
in and learn the business properly. 
Such a program of training might 
well become a torch for the Na- 
tional Contract Hardware Asso- 
ciation to carry, particularly if 
the producers would assure the 
distributors’ organization of un- 
stinted support. Such a program 
would assure a profitable future 


Consumer Cooperative 
Schools :— 


The Consumers Cooperative As- 
sociation (a national body) is 
conducting a four-weeks’ training 
course in North Kansas City, Mo., 
to train employees, prospective 
employees, etc., in such subjects as 
cooperative principles, public re- 
lations, business problems, organi- 
zation and educational methods, 
merchandising of co-op products, 
hookkeeping and finance. Other 
groups of similar schools are 
scheduled for other parts of Mis- 
souri, Minnesota, North Dakota, 
Ohio and New York State. It is 
planned that each of these state 
school set-ups will draw students 
from a fairly wide surrounding 
area. For example, the New York 
school will embrace territory from 
Boston to Washington, D. C. In 
addition, the huge Central Coop- 
erative Wholesale at Superior, 
Wis., will hold a special school for 
co-op management studies. The 
co-ops and other consumer move- 
ments are growing very rapidly in 
this country and are responsible 
for some alarm among those of us 
who still believe in the profit mo- 
tive and the American system of 
free enterprise, from which all tax 
monies are derived. Apropos of 
this general subject is an article in 
this issue entitled “Father Tells 
Em.” Read this and get a glimpse 
of the kind of economics that are 
being taught to young Americans 
in school and college today by 
teachers whose sole income must 
be taken from the same tax monies 
mentioned before. It is high time 
business men became more inter- 
ested in knowing what sort of 
theories are being crammed into 
their children’s minds and then to 
get busy as citizens to see what 
can be done to correct the preach- 
ing of some very weird economic 
theories. 
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IX factors help the 
hardware store of H. P. Brown, 
Inc., 1867 86th St., Brooklyn, 
N. Y., do a first class merchandis- 
ing job on major electrical and 
gas appliances. A model kitchen 
display, an outside salesman, time 
payment sales, direct mail adver- 
tising, attractive store and window 
displays and a well rounded stock 
help sell more than 200 electric 
refrigerators and more than that 
number of gas ranges for replace- 
ment in private homes. In addi- 
tion, the firm enjoys a good vol- 
ume on vacuum cleaners, radio 
sets, washing machines and cabinet 
sinks, and has sold recently a 
number of gas ranges for replac- 
ing obsolete equipment in HOLC 
owned homes. 

Active selling is necessary as the 
store is faced by plenty of compe- 
tition from other retail outlets 
located in the same area. Not only 
is there local competition, but 
there are a number of large de- 
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‘de salesman, 

outside S ; 

Model kitche ’ dit mail adver 
ple stoc 


partment stores in downtown 
Brooklyn and midtown Man- 
hattan—all within easy reach—to 
take into consideration. The 
Brown store trading area has a 
number of people of foreign birth 
and foreign extraction speaking a 
foreign language and the Brown 
store’s outside salesman is a man 
who speaks that language and 
understands their needs and wants. 
There is also a sales clerk in the 
store who speaks the same 
language. 


New Store Front 


An attractive two-story glass, 
metal and brick store front, with 
show windows on two levels was 
installed several years ago. While 
that front attracted considerable 
attention it left the store with 
shallow display windows which 
were not well adapted for featur- 
ing major appliances. A new front, 
installed last summer, gave the 
store much better facilities for dis- 
playing major appliances and has 
caused more people to show in- 


terest in the appliance department. 

The windows on the ground 
floor are of different height and 
width. The smaller, and higher, 
window, is used for hardware, 
paints, etc., and the wider, and 
lower one, is devoted to appliance 
displays. The appliance window 
base was placed at a lower point 
than the other window so that the 
tops of ranges, etc., will be at the 
eye level of persons of average 
height. This plan helps people to 
clearly see the parts of the equip- 
ment the firm is most anxious to 
have them see. The second story 
window, which is flush with the 
building line instead of being re- 
cessed as was formerly the case, 
is given over to displaying ranges, 
refrigerators, cabinet sinks, etc. 
The upper window is nicely 
adapted to showing complete 
model kitchen installations. The 
new front is of Travatine marble 
with bronze molding and_ the 
words “Hardware Center” are of 
cast bronze. New type glass re- 
flectors permit the use of lamps 
of lower wattage than was former- 
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Sell Major Appliances 


ly used yet give a decidedly better 
light. 

Daniel Brown says of the value 
of the new front, “We find more 
people coming into the store now 
and saying, ‘I want the radio, ii 
vacuum cleaner or refrigerator in 
your window’ as the result of the 
new setup. Part of the appliance 
window was used recently for 
showing a vacuum cleaner, the unit 
being on a carpet which was half 
soiled and half cleaned. Four 
people came into the store in three 
days to inquire about that par- 
ticular cleaner. Two made im- 
mediate purchases and a third is 








At top—A wide range of wash- 
ing machines is displayed just 
inside the front door. Lighting 
fixtures are shown.on the wall. 


Right—Some of the gas ranges 
in the second floor display. There 
is ample room in which custom- 
ers may examine these ranges. 
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definitely interested in buying one 
of the cleaners. We note more 
people are stopping to look at the 
windows than ever before. To en- 
courage these passersby to come 
in and inquire as to the prices of 
appliances (hardware window 
items bear definite prices) we put 











This model kitchen on the main 
floor plays a big part in the 
firm’s selling major appliances. 
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in signs such as ‘complete stocks 
of washing machines priced from 
$49.50 each’ with displays of such 
equipment.” 

The best selling refrigerator is 
an all porcelain unit retailing for 
about $219.50. Says Mr. Brown, 
“People are realizing, more and 
more, the value of the porcelain- 
finished models and are willing to 
pay the difference. Customers. 
buying on a time payment basis, 
are shown that the cost of the 
porcelain models is but 15 to 20 
cents more per week than the other 
models. We do a large business 
in used refrigerators that have 
been accepted on a trade-in basis. 
Used refrigerators in good condi- 
tion are re-painted by an outside 
concern and the motors are recon- 


ditioned by another company. * 


Repair work on refrigerators is 
turned over to an outside repair 
service from which we get leads 
for sales of new units.” 

The store has a sign with re- 
movable letters, placed in the win- 
dow, announcing bargains in 
trade-in refrigerators. Often a 
person will buy a used unit, ad- 
vertised on this sign and then de- 
cide, shortly after, that it would be 
better to buy a new refrigerator. 
In such a case the used unit is 
taken back by the store and full 
credit is allowed toward a new 
machine. This policy has resulted 
in many “clean sales,” according 
to Mr. Brown. Three complete 
lines of refrigerators are offered, 
two for their consumer acceptance, 
the third for those interested chief- 
ly in price appeal lines. At least 
15 different units are displayed in 
the store at all times. 


Demonstrations Help 


Demonstrations in the store and 
in private homes are an important 
factor in the selling of washing 
machines, most of which sell 
in better grades. The store will 
send washing machines to homes 
for demonstrations but will not 
leave them for trial periods. 
Whether the demonstration is for 
a customer who has made a 
definite contract or for a prospect, 
a full two-hour exhibition is given, 
to which the owner’s friends are 
invited. The woman, in whose 
home the demonstration is to be 
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given, is asked to soak her wash 
the night before the demonstration. 
Mr. Brown says, “Since most com- 
plaints on washing machines 
come as the result of the customer 
not understanding the proper use 
of this equipment, the demonstra- 
tions are a definite part of all 


sales.” 


Radio Department 


The store also makes a big bid 
for radio set and tube sales. Three 
lines of radios, one a midget line, 
the other two lines having a com- 
plete range of models, are sold. All 
sets are connected for immediate 
demonstration and the sales price 
includes the cost of the antenna 
system and installation. To pro- 
vide proper radio service, the 
store has its own radio repair man 
who also repairs washing ma- 
chines. Time payment sales are 
provided for other major units of 
sale. Wherever practical, time 
payment sales of radio sets are on 
contracts providing for payment 
in less than a year. 





About 30 different models of 
gas ranges are displayed in the 
store at all times. These are in- 
stalled by an employee of the store. 
Most of the sales of gas ranges are 
on a cash basis, despite the fact 
that many of the sales of other 
major appliances are on deferred 
time payments. Another major 
unit of sale in which the store does 
a good selling job is cabinet sinks, 
which are sold with or without 
faucets, etc., to suit the customer’s 
needs, prices quoted including in- 
stallation of the units. The store 
contracts with an outside plumber 
for sink installations. 

Excepting sales on short term 
contracts, the store turns all of its 
paper on deferred payment sales 
over to a bank, title to the mer- 
chandise being held by the store 
until payment has been completed. 
In order to build traffic and for 
the convenience of deferred pay- 
ment customers the store will ac- 
cept payments on such _trans- 
actions, sending the money to the 
bank the same day. As the result 


(Continued on page 110) 





Watching Your Step in the Hardware Store 


MPROPER handling of objects results in 29.5 per cent of the accidents 

to employees in retail stores. Improper holding or carrying of loads 
which are too big, improper lifting and over-reaching and twisting frequently 
result in serious strains, sprains, hernias and bruises. 





Many a hardware store employee 
has ruptured himself by careless 
lifting. This illustration demon- 
strates the wrong way of lifting a 


heavy nail keg .. . legs spread 
apart with the strain being placed 
on the abdomen. 





And here’s the right way to do it. 
Feet are close together and knees 
are bent. The lifting is actually 
done with the legs up to a point 
where the arms and back muscles 
can take the load. There’s no 
strain on the abdomen. 
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needs and interests of young 
model airplane fans has been both 
a volume and a good-will builder 
for Luff’s Hardware, Little Neck, 
Long Island, N. Y. Two factors 
in this firm’s success have been 
the well-stocked model plane de- 
partment in the store, the year 
"round, and the sponsoring of an 
airplane building and flying con- 
test each summer for the past eight 
years. The most recent contest 
held in August and September, 
1939, resulted in the selling of 
from $300 to $400 worth of kits 
and parts for the store, including 
more than 1200 kits selling for 
10 cents each. 

G. H. Luff, who spent several 
years as a civilian aviation me- 
chanic at a government flying field 
and has 500 hours in the air to his 
credit, is genuinely interested in 
aviation in general and model 
planes in particular. He says of 
his model plane department, “We 
started these contests eight years 
ago to attract more adults to the 
store by making friends with their 
youngsters. We find the idea 
works well. In previous years the 
awards comprised two silver-plated 
loving cups (one for the Little 
Neck store, the other for the 


Luff’s Hardware, Little Neck, 


] fleet 





and sold more than $300 


worth of kits in eight weeks 
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Theodore K. Kaiser, left, former member of the Junior Bird- 
men of America and winner of the National Record and Rib- 
bon Award for towline and catapult gliders inspects some of 
his trophies and the department with G. H. Luff, owner. 


branch in Baldwin, L. I.) and 
items from the store stock. 

“As in previous years, the lov- 
ing cups were awarded for per- 
manent possession of the winners, 
cups being given the youngsters 
whose planes showed the best fly- 
ing performance. Last year we 
also added three medals—for each 
store—gold, silver and _ bronze- 
plated awards, for airplane con- 
struction and accuracy in follow- 
ing plans. We felt that medals 
would please the winners more 
than merchandise, since the mer- 
chandise would eventually wear 
out. The medals are mementoes 


the boys will want ‘to keep for 
years to come. 

“During last year’s contest pe- 
riod we sold from $300 to $400 
worth of kits and parts in the Lit- 
tle Neck store and also had a nice 
volume in Baldwin. For the con- 
test period—Aug. 1 to Sept. 30— 
we added a number of models we 
had never previously stocked and 
sold more $1.00, $2.00 and $4.95 
numbers than ever before. Our 
present stock includes more than 
100 models and sizes, selling from 
10 cents to $4.95. We have al- 
ways found that parents are de- 
lighted with the models their chil- 
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dren make, even though the young- 
sters haven't done a_ particularly 
good construction job. Youngsters 
come from homes five to seven 
miles from the store to buy kits 
and parts during the contest pe- 
riod, and at other times of the 
year. Parents frequently drive 
their children to the store to get 
kits for their youngsters and then 
buy things they see and like in 
items they had not previously in- 
tended buying.” 

Enthusiasm for the model plane 


of advertising I have ever used.” 
Several makes of kits are handled 
because boys become tired of buy- 
ing but one make. 

In previous years the contest 
was held earlier in the summer 
and for a shorter period, but last 
year it was conducted from Aug. 1 
to Sept. 30, so that youngsters who 
had been away for the summer 
could participate upon returning 
from their holidays. Brief teaser 
ads were used to advertise the con- 
test. To further call attention to 





A display of models entered in the contest together 
with signs indicating contest rules and awards. One of 
the silver plated loving cups may be seen at the right. 


business is a big help in selling 
kits and parts. “It is a nice busi- 
ness,” says Mr. Luff. “You let the 
boys help themselves and, al- 
though stock must be rearranged 
several times every day, it is worth 
while. The boys will browse 
around and, in addition to buying 
kits and parts, will buy other items 
such as jackknives. I like this de- 
partment because, in addition to 
the business we get from the 
youngsters, we help them get a 
working knowledge of following 
plans and carrying out details. 
Model plane building gives boys 
experience that they could not have 
had in former years. It is a man- 
building hobby any way you look 
at it. While our sales of kits and 
parts during the contest do not 
pay the cost of the awards and 
advertising, the contest builds 
good-will and boosts traffic and 
sales in other departments. The 
good-will created during these con- 
tests does the store a lot of good 
during the winter months and pays 
better, I think, than any other form 
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the event, part of the display win- 
dow space, for both stores, was 
devoted to large and small models 
made by entrants in the contest. 
The displays were in the form of 
miniature airports complete with 
hangar and other airport equip- 
ment, together with signs giving 
the terms and dates of contest. As 
new entries were received they 
were placed in the display, each 
plane being shown with the en- 
trant’s name and the type of air- 
plane, such as “Fokker D 8.” 
Later the airport reproduction was 
taken out to make more room for 
model planes. 

Last year’s contest provided that 
model kits used in the event must 
be bought from Luff’s and regis- 
tered at the time of purchase. 
Youngsters were given four weeks 
in which to complete their models, 
after which the planes were to be 
left with the store for return fol- 
lowing completion of the contest. 
It was further stipulated that 
models must follow the specifica- 
tions provided in the plans given 


with each kit and that no one over 
the age of 21 could participate. 
Entries for the flying and construc- 
tion awards were required to be 
at the store by Saturday, Sept. 30, 
at 6 p.m. The contest for flying 
models was held the next day at 
2 p. m., in a field near Little Neck, 
under supervision of two young 
men who were actively employed 
in commercial aviation. Judges 
were a local physician interested 
in mechanical devices, an optome- 
trist having similar interests, and 
Ray Lombardi, Lombardi Bros. 
hardware store in Manhasset, N. Y. 

The two grand prizes—one for 
each store—the silver-plated lov- 
ing cups were awarded for the best 
flying performance, the awards be- 
ing made the day after the flying 
event. For excellence of construc- 
tion and following plans the six 
medals—two of each type—were 
awarded as follows: Class A, gold 
medal for best gasoline-powered 
models; Class B, silver medal for 
best rubber-band-powered models 
made from kits costing $1.00 or 
more, and Class C, bronze medal 
for 10 to 50-cent flying or solid 
models, 

The good-will that is created 
among local boys through the 
model ’plane activities is shown in 
one unusual situation that arose in 
the store several months ago. At 
one time youngsters were permit- 
ted to select stock from the cellar 
storeroom (the regular display be- 
ing in the rear of the sales room) 
without having Mr. Luff or his as- 
sistants with them. One day Mr. 
Luff found that stock on some 
model plane materials was fast 
dwindling from the cellar, al- 
though there was no record of re- 
cent purchases of those particular 
items. A check-up revealed that 
several boys had made frequent 
visits to the basement, in recent 
weeks, to “look around” yet had 
made no purchases. Mr. Luff in- 
formed the boys of his discovery 
and promised if full payment were 
made he would not inform their 
parents. The culprits admitted 
their guilt and the amount of ma- 
terial they had taken and made 
restitution in installments and in 
lump sums. All of those boys con- 
tinue to patronize the store and 
are good friends of the proprietor 
and his associates. 
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DISPLAY IDEAS 




































These ideas have been used successfully 
4 : and are worth trying in your own store 


ix 
Here’s an idea that accomplishe: 
a triple purpose. It is one of two 
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ld units used in a branch of the Bunt- 
d = ing Hardware Co. of Kansas City, Mo 
. * This fixture, modernistic in design, 
or ¥ is used for display purposes, as a 
Is radiator cover and as a cover for 
the back of a display window. The 
Or 4 fixture is painted in a light shade 
al with shelves of a darker contrasting 
id color. The shelves are at different 
levels in modernistic fashion serving 
to emphasize the merchandise dis- 
od by, played. Its value as a radiator cover 
he Fs and a cover for the back of the dis 
. play window is obvious. The unit is 
in & mounted on casters and can be 
in 5 easily moved when it becomes nec 
At . essary to install window display: 
it- 
ar @ 
e- + This open display stage, used on the inner side of 
) ] a display table, raises small items well above the level 
of the table to which it is fastened. Made of wall board 
> and equipped with two glass shelves, this unit is 
r. 3 painted in different color, schemes to tie in with the 
1€ é season. The stage, which has open front and back, is 
supported on the back of the table by two pieces of 
st angle iron. Otto Herrmann, Inc., Glendale, N. Y., uses 
2 several of these stages in its housewares department. 
e- 
ir 
at 
at 
at 
d A seed department that per 
1- mits people to examine the 
bulk seeds sold by the Blow & 
y Mielke hardware store in 
e Waupun, Wis. Each drawer 
ir bin is easily removed for 
d oS quick service and the low 
ee fronts make it easy for cus- 
- ae tomers to pick up and ex- 
le is amine the seeds offered. In 
é the center of the display is 
n 2 space for a scale, another fea- 
i- wg ture helping to speed service 
d my Package covers identify the 
? different types of seed 
ir 
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By GEORGE SCHOLEFIELD* 


Mohorwer : More 


coffee, Father? 

FatHer: Half a cup, thanks, 
Mother. 

(Door bell rings) 

Georce: That’s the mail. [I'll 
get it. 

(Sound of chair falling over as 
G. runs to door) 

Motuer: Please, George! Oh, 
why can’t he walk, not run all the 
time! 

FatHer: (Laughing) Now, 
Mother. I wish I had his energy. 


I could make some money with it 
in the insurance business. 


Jim: There you go, Dad. All 





CAST: 


Father, business man, age about 50, in insurance business 
Mother, his wife 
Irene, daughter, age about 22, teacher of home economics 
Jim, son, age about 19, sophomore in university 
George, son, age about 15, high school student 


PLACE: Typical American home 
TIME: 1939 
The family is gathered at the breakfast table 


* Reprinted from Printers’ Ink by special permission. 
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FA’THER 


A one-act breakfast table farce in which 


you business men think of is 
money, money, money! 

FATHER: (Surprised) What's 
this? Who do you think pays for 
your college, young man? Your 
education is costing me plenty and 
it isn’t hay. I like your nerve! 

Jim: Oh, I don’t mean you 
alone, Dad. It’s all business men. 
You have no conception of the 
larger things of life, of our chang- 
ing social order, of your debt to 
humanity. 

FaTHER: Why, you young— 

Georce: (Returns on run and 
breaks in) Here’s the mail. Here 
Mother, is a postal about your 
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family consumer experts get the worst of it 


women’s club Consumer Group 
meeting and a letter from Nyack. 
I hope that old frowse isn’t going 
to come visiting here again. 

MorTuHeRr: George, that’s no way 
to speak of your Aunt Susan. 

GeorceE: Here, Sis. A booklet 
on “Consumer Education” from 
your precious American Home 
Economics Association. Wow— 
Look at the book for Jim! I 
didn’t know he could read. 

Jim: That’s enough, sonny. 
That’s a course in consumer edu- 
cation put out by the University 
of Nebraska and very highly 


spoken of. 
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EDITOR’S NOTE:—This is a vitally important 
article for every tax-paying business man to 
read most thoughtfully. Unknown to many 
heads of families, their children are being sat- 
urated with pseudo-economics, glibly identified 
as being in the “Consumers Interest and Pro- 
tection,” and a large portion of these doctrines 
are being spread by teachers whose income is 
derived from tax monies. So-called Consumer 
Movements can only be financed from the 
profits of tax-paying business which these 
movements would destroy or curb in favor of 
some half-baked social improvement theory. 


grant from the Sloan Foundation. 

Moruer: Any mail left for you, 
Father? 

FATHER: Yes, a stack of bills. 
. . . Say, we must drink a lot of 
milk. 

Jmm:*No, Dad. You don’t under- 
stand. We don’t drink enough 
milk, but owing to the enormous 
waste in distribution it costs too 
much, Professor Piper explained 








Georce: I would, too. We study __ it all to us. Now you take this 


consumer problems in high school. 

FATHER: Here, here. Give me 
the rest of the mail . . . What’s 
this booklet called “Buyer Be- 
ware?” 

Motuer: Oh, that’s something 
our National League of Women 
Voters published. 

FATHER: Irene, this pamphlet, 
“Consumer Education” is _ ad- 
dressed to you. What’s that? 

IRENE: That’s a regular news 
letter sent out by the Institute for 
Consumer Education of Stephens 
College. You know, the Institute 
that was started last year by a 


block. I'll bet $10— 

Georce: Oh, bet something 
you've got; bet a nickel. 

Jim: Quiet, please. I’ll bet $10 
there are four milk wagon drivers 
on this block. That’s waste in dis- 
tribution. Three of them ought to 
be eliminated, for one could do 
the job just as well. 

Georce: Did your Professor 
Peeper say what would become of 
the other three? 

Jim: Professor Piper. Don’t try 
to be funny. 

Georce: All right; Piper, then. 
But did he say? 
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Jim: We didn’t discuss that. 

Georce: [ suppose they’d go on 
WPA. The milk wagon drivers’ 
union would love that. Or maybe 
they'd join you in college and Pro- 
fessor Piper could supply them 
with food—for thought. 

IrENE: Jim is right. There is 
waste in distribution. Look at the 
enormous amount of money spent 
on advertising, money spent to 
make people buy things they don’t 
need at all. 

Georce: Yeah. Like the God- 
forsaken hat you bought Saturday. 





IRENE: That’s the latest style 
and I did need it. 

Georce: Who advertised that? 
Looks to me like a product of the 
City Dump and Ash Removal 
Company. 

IRENE: Mother, can’t you make 
George stop being so annoying 
when we are discussing serious 
matters ? 

FATHER: Wow! Look at this bill 
from Johns & Co. Who bought 
these six dresses? 

IRENE: Oh, that’s all right, Dad. 
It just happened to be the last day 











By ROBERT PILGRIM 


Copyright 1940 by Hardware Age 




















STICKY LOAM OF THE MIDWEST. 
















A BAKER IN MADRID, SPAN 
RECENTLY MADE A 

OF A BUN. HE SPRINKLED 
PHONOGRAPH NEEDLES /NTO 














T PECULIARITIES... 






















House PAINT 


IN CHINA OFTEN 
CONSISTS OF A 
mM oF 








SHELLS 
AND WATER! 









of the month. I bought six but I 
sent five back the next day, so 
there will be a credit charge. 

Georce: Aha! That’s your little 
contribution to the cost of dis- 
tribution, eh? I don’t suppose it 
costs the stores anything to send 
stuff to you and then take it back, 
probably after you’ve busted the 
seams, too, trying to get a 16 on 
that 40 figure of yours. 

IRENE: Mother, please! 

MorTHe_R: Stop it, George. You 
must be more respectful. Will you 
have some more cereal, Father? 

FATHER: No, thanks. I don’t 
like what I’ve got. Where did you 
get this stuff? 

Mortuer: It’s the Co-operative 
brand. You see, by buying there 
we all help each other, eliminating 
costly advertising, and at the end 
of the year we get a cash dividend. 

GeorceE: You hope. 

FATHER: Well, it sounds logical. 
I suppose we can save money that 
way. 

Jim: Why, certainly, Dad. That’s 
part of the more abundant life. It 
eliminates the retailer’s profit and 
passes it on to us consumers. Some 
day the co-operatives will raise, 
manufacture and sell all their own 
stuff and we will eliminate the 
profit motive entirely. 

Georce: Of course, I’m very 
young and I don’t have the im- 
mense benefit of Professor Peep- 
er’s advice, but if I may be per- 
mitted to interrupt, what becomes 
of the retailer when you eliminate 
the profit? Old man Schulz, for 
example, where we've traded for 
years? 

IRENE: You don’t understand, 
George. The retailer will be em- 
ployed by the co-op. 

Georce: Oh, he gets to be a 
clerk, eh? Isn’t that ducky! 

FaTHeR: Well, we’re a long way 
from being a co-operative state, 
but if we can save money by pool- 
ing our purchasing and buy food 
and clothes and gasoline for less 
money, I’m all for it. 

GeorcE: By the way, Dad, did 
you know that our co-op is getting 
ready to sell co-operative insur- 
ance? 

FaTHER: Why, the dirty rob- 
bers! That’s going too far! If I 
ever hear one word from any of 
you about fostering that sort of 


(Continued on page 102) 
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Working for and with members of the Boy Scouts of America is 
the hobby of Everett D. Williams, sales manager, Utica-Duxback 
Corp., Utica, N. Y., manufacturers of outdoor clothing. Mr. Williams 
is a “Silver Beaver’ man, having received the “Silver Beaver’ 
award granted leaders in scouting for outstanding service to a 
local Boy Scout Council. At present he is president of the Upper 
Mohawk Council of the Boy Scouts of America. In addition he 
has served as commissioner for a year, chairman of the activities 
committee of the council for two years, member of the executive 
board for five years and as a troop committee chairman for seven 
years. “Scouting,” says Mr. Williams, “is a better brand of fun than 
a grown man can chisel out of life along numerous other lines of 
endeavor which may come to hand, but you have got to like boys 
from the bottom of your heart.” Mr. Williams left the Adirondack 
backwoods 35 years ago, following lumber camp experience, and 
became affiliated with the Utica-Duxbak organization at that time. 
With the advent of the Boy Scout movement in this country he be- 
came interested in such activities and has continued to be in- 
creasingly active in scouting. 
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Although known to many hardwaremen as “Bob” 
Baker, Robert H. Baker, vice-president, Fones Bros. 
Hardware Co., Little Rock, Ark., wholesalers, is Major 
Robert H. Baker, in the U. S. Army Air Corps Reserves. 
Major Baker is shown standing in front of an Army 
047A observation plane. He has spent more than 3300 
hours in the air as a pilot and has cotmpleted both the 
primary and advanced aerial gunnery school courses 
He holds the army rating of ‘Airplane Pilot’ and 
C.A.A. rating of “Commercial Pilot 2A and 3A Land 
Planes” and is a “Sharpshooter in Aerial Gunnery.” 
“Bob” Baker entered the U. S. Air Service in April, 
1917, completed his flying training and was conimis- 
sioned in September, 1917. He became a flying in- 
structor at Wilbur Wright Field, Dayton, Ohio, and later 
at Ellington Field, Houston, Tex. In August, 1918, he 
was appointed “Officer in Charge of Flying,” Post 
Field, Fort Sill, Okla. In June, 1919, he resigned from 
the army. Seven years later he was commissioned as 
captain in the 154th Observation Squadron, Arkansas 
National Guard, and served as squadron operations 
officer in charge of all training from 1927 to Sept. 5, 
1939, at which time he resigned to accept appointment 
as major in the U. S. Army Air Corps Reserve. Mr. 
Baker is a past president of the Southern Hardware 
Jobbers Association and is “Chief-X" of the X Club, 
comprising past presidents of the American Hardware 
Manufacturers’, National Wholesale Hardware and 
Southern Hardware Jobbers’ Associations and the 


Old Guard. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 

























; are hardware 


dealers, in all parts of the coun- 
try, who will say with great pride, 
“Yes, sir, we carry everything in 
the hardware line.” And _ these 
same dealers, subject to their pur- 
chasing ability, will buy every- 
thing in large quantities, regard- 
less of turnover, just to get quan- 
tity prices. Obviously, no one 
store can carry everything in the 
hardware line and the mere at- 
tempt to do so is often a sure way 
of creating a big stock of “shelf 
warmers” which will eat up or 
seriously curtail profits. 

When J. J. Leonard, president, 
treasurer and general manager, 
Hutchinson Hardware Co., Inc., 
Lynn, Mass., joined that organi- 
zation more than two and a half 
years ago as general manager, he 
immediately set about working out 
a stock control system for the 
store. Every size, color and num- 
ber in stock has its own stock con- 
trol designation. Use of this sys- 
tem has shown the store manage- 
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ment that from 4000 to 5000 num- 
bers, previously stocked, could 
well be eliminated. Mr. Leonard 
also found, as the result of analy- 
sis, the need for an additional 
4000 to 5000 numbers, colors or 
sizes which had not been stocked 
prior to his association with the 
store. There are at present ap- 
proximately 30,000 items in this 
store’s stock, each of which has 
its own stock control designation, 
keyed to indicate the department 
in which it belongs. 


Six Departments 


Some retail hardware stores di- 
vide their establishments into as 
many as nine or 10 departments. 
Mr. Leonard found six depart- 
ments adequate for the Hutchinson 
store. Stock control designations 
for each of the departments are: 


B—Hardware; E—Sporting goods 


and toys; F—Occasional and 


beach furniture; H—Housewares 
and gifts; P—Paint and sundries, 








and R—Radio, refrigerators, wash- 
ers and radio service. Stock con- 
trol numbers in each department 
start at 1, as for example B-l, 
for the first number in the hard- 
ware department. While a number 
of hardware stores using stock 
control systems set no maximum 
or minimum limits for stock on 
individual items, there are such 
limits on each number in the 
Hutchinson store. With the excep- 
tion of purely seasonal lines, pur- 
chases are geared, as far as prac- 
tical, to requirements for two 
months on each number, thus giv- 
ing the store an average of about 
six turnovers a year on its stock. 
Each week Mr. Leonard checks a 
quantity of stock control records 
to determine whether purchases 
and sales on the different items 
warrant changing stock limits. 
A master alphabetical stock con- 
trol book and a master numerical 
stock control book are kept in the 
office. These books list each of 
the 30,000 or more items, together 
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Are “Out”! 


with data as to source of supply, 
list price, net cost, selling price, 
maximum and minimum stock 
limits, dates of order and quan- 
tities purchased. Each of the six 
departments has its alphabetical 
and numerical stock control books. 
The departmental books list 
sources of supply, stock number 
and retail selling price, but do not 
indicate the cost price of any of 
the items, nor are stock limits or 





The Hutchinson Hardware Co., Inc. 
of Lynn, Mass., has a stock control 


system that keeps them in their 
proper place—outside of the store 


dates of purchase indicated. Both 
the store’s numbers and the manu- 
facturers’ catalog numbers are in- 
dicated in all stock control books. 

The master alphabetical office 
book sheets (Fig. A) show stock 
control numbers, description of 
items, list price, source of supply, 
net cost and selling price. The 
numerical master office book sheets 
(Fig. B) include all of the data 
on the alphabetical sheets plus 


maximum and minimum stock 
limits and purchases, month by 
month. Although the two master 
books differ as to the amount of 
data on each item, identical white 
sheets are used for each. The two 
books for each department—al- 
phabetical and numerical—con- 
tain their own particular forms on 
yellow stock, the same form being 
used in both books (Fig. C). 


Price tickets or labels are at- 





Fig. A. (above)—A sample of the master alphabetical office sheet showing stock control numbers, description 
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of items, list price, source of supply, net cost and selling price. 


Fig. B. (below)—A sample of the numerical master office book sheets which contain all the data shown in 
the alphabetical sheets as well as maximum and minimum stock limits and purchases from month to month. 
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Fig. C—Alphabetical and numerical sheets in the departmental books contain identical data-source of 
supply, stock control numbers, catalog numbers, retail selling price and brief physical description. Both 
the departmental and store records are filed in alphabetical and numerical order for ease in finding source 


tached to each unit in stock. The 
tickets, which are turned out in 
desired quantities on a Monarch 
ticket machine, bear code numbers 
indicating the time of the year the 
purchase was made, the store’s 
cost, the source of supply and the 
stock control number. Only the 
retail selling price is indicated in 
a manner that requires no knowl- 
edge of codes. Each ticket, or 
label, bears the store’s name and 
address, in red lettering, the stock 
for both types of markers being 
the same tone of yellow. 

Fig. D illustrates both types of 
price markers, one used for a cer- 
tain make of waste can for which 
the store’s designation is H6280, 
the letter “H” indicating the 
housewares and gift department. 


of supply and other necessary data. 


The number 6280 is that depart- 
ment’s stock number for that item, 
a 20-inch waste can. The second 
line “77WE” indicates that the 
item was purchased from a manu- 
facturer, or other source of sup- 
ply for whom the store uses the 
code number “77,” the letters 
“WE” indicating that the item 
was purchased in the fourth quar- 
ter of 1939, the first letter indi- 
cating the quarter, the second the 
year. The third line “PEX” is a 
code designation for the cost price 
of the item. The fourth line shows 
the retail selling price—$1.49. 
The Hutchinson store was 
founded more than 100 years ago 
and has seen many changes take 
place in the city of Lynn. Al- 
though an old and well-established 





Fig. D—Price tags (above) and stickers (right) show store name, address, 
stock number, supply source, quarter and year purchased and store’s 
cost price in code. Retail selling price is shown at the bottom. 
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store naturally has a place in the 
hearts of old-time residents and 
by its reputation attracts newer 
members of that community, the 
fact that Boston is within easy 
reach of Lynn offers a strong 
competitive situation to consider. 
The Hutchinson store must have 
what the people of Lynn and vi- 
cinity will buy and at the prices 
they will pay, therefore a stock 
control system is a vital factor in 
the company’s operation. Whether 
a large or small retail hardware 
store is located in a city, suburban 
district or small town, some form 
of stock control system, best suited 
to the individual store’s needs, is 
an absolute necessity to combat 
profit-eating “shelf warmers.” 
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They Moved to a Small Town 


ik wasn't such a very 
small town after all, 
but it was small as compared with 
New York City. 

This just happens to be a true 
story and I will try to tell it, as 
closely as possible, as Mr. and 
Mrs. Brown told me. First I must 
state that they are a young mar- 
ried couple—three years married 
with a husky two-year-old boy. 
Mr. Brown has a job in New York 
at a moderate salary. Mrs. Brown 
does her own housework. 


In the City 


At first they lived in a three- 
room apartment in New York. 
They did not know any of their 
neighbors. It was a long subway, 
tube and bus trip to visit their in- 
laws, so they didn’t make the 
journey very often. After Mrs. 
Brown did her rooms, if the day 
was pleasant, she pushed Junior 
in his collapsible baby carriage 
into Central Park. She sat and 
sewed on a bench along with doz- 
ens of other young mothers and 
their children. This, of course, 
was some time after two weeks in 
the hospital when Junior was born. 
How the hospital, the doctor and 
the nurse did set them back in 
their bank account. It was heart- 
breaking, but after all they had 
Junior. Mr. Brown brought his 
salary envelope home every week 
intact and turned it over to Mrs. 
Brown. They paid cash for every- 
thing and Mrs. Brown learned to 
count the pennies. Now and then 
they went to the movies. The jani- 
tor and his wife were friendly and 
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By SAUNDERS NORVELL 





EDITOR’S NOTE:—In this 
article Mr. Norvell talks 
about the consumer’s experi- 
ences with merchants in a 
small town as contrasted to 
the indifferent treatment ac- 
corded by city stores. . . 
Appropriately, in this same 
issue, starting on page 46, 
Veach C. Redd, himself a 
successful small town mer- 
chant, gives a picture of his 
experiences in serving con- 
sumers in a typical small 
American town. 


sometimes the janitor’s wife took 
care of Junior when Mrs. Brown 
went shopping. 

Now I’m coming to the point of 
the story. Mrs. Brown was edu- 
cated in buying by these New York 
shopkeepers. All business was for 
cash. There was no sentiment. 
Most of these dealers came from 
hard, wrath-bitten, foreign coun- 
tries. Life with them had always 
been hard. It was a struggle and 
they expected nothing else. Shop- 
ping was a continual haggling over 
prices. The cents counted. Mrs. 
Brown—a college trained girl— 
laughed to herself and even some- 
times out-traded these hardened 
foreign merchants. It was all new 
to her and it was fun—but she 
did get lonesome at times. The 
struggle hardly seemed worthwhile 
especially when she was not feel- 
ing her best. 


No one sought her trade- 
maybe it wasn’t worth seeking. 
The milk bottle was left at the 
door before sunrise. Peddlers 
were not allowed in the apartment 
building so Mrs. Brown sallied 
forth on her shopping tours. After 
Junior came his carriage brought 
home not only Junior but the 
family purchases. She was her 
own delivery man. She laughingly 
told me her grocery man would 
not allow her to pick out her 
bananas. “No picking. You take 
em just as they come. Do you 
think I’m going to be left with 
the bad ones? No, not much 
take as come—” 


An Escape 


New York in summer is ter- 
rible. The streets and buildings 
just absorb and radiate heat. Many 
people move to the country. In 
the evenings the janitors and en- 
gineers come up out of their base- 
ments and sit around in their 
undershirts. Only the very poor 
remain in town. Business in New 
York is very bad in summer. Mr. 
and Mrs. Brown decided to escape. 
The rows of apartment buildings 
reminded them of Alcatraz. Then 
a miracle happened. An old Uncle 
died and left $2,000 to Junior. 
The parents were to take care of 
it for him. 

They bussed it out into the 
country on Sundays and holidays. 
They were hunting a home and 
the home was to belong to Junior. 

At last they found what they 
wanted. A little frame house 

(Continued on page 84) 
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VEACH C. REDD 


*From an address by Mr. Redd, a 
past N.R.H.A. president, delivered at 
the Sales Executives Conference of the 
Sales Managers Bureau, St. Louis 
Chamber of Commerce, St. Louis, Mo., 
November 17, 1939. 
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View of Pike 
in Cynthiana, Ky. The 
arrow at left 


The Small Town 


Street 


points 


Mr. Redd’s store. 


“The small town 
made America 
what it is today.” 


i. small town is 


a place where there is not much to 
see, but the things you hear make 
up for that. It is a place where 
everybody isn’t three months be- 
hind with their installment pay- 
ments, and where the wild life 
that stays up all night belongs to 
the cat family. You can get the 
social standing of the new family 


By VEACH C. REDD* 


Hardware Merchant, 
Cynthiana, Ky. 


that moves in next door the first 
time you see the family wash on 
the line, and the editor of the 
weekly newspaper gets results 
when he announces through his 
columns that he is out of potatoes. 

The small town made America 
what it is today—the envy of every 
other nation on the face of the 
globe—and the small town inde- 
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)* pendent retailer has played his 
part. 

Today, no one has a harder 
job than the independent retailer 
of this country. He started out in 
his job in the beginning, equipped 
only with the will to swim, and to 
do his part in supplying the sim- 
ple wants of his community, and 
to do his part in building that 
community to higher and better 
standards of living. 

He is today in a field which in 
the last 35 years has developed 
from a simple level of trading in 
ordinary things to a scientific and 
complex science of retailing, with 
the large city and the mass dis- 
tributors as his competitors, re- 
gardless of where he may be lo- 
cated. 

His old customers have passed 
on, and with them, the loyalty on 
which he felt that he could always 
depend. The average age of the 
population of this country today is 
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He falls into one of three classes. 
The fist is behind the times, the 
second understands conditions but 


needs help, the third is efficient 


26 years. The entire younger half 
of our people plus all the older 
alf who have come to maturity 
in the past 25 years, have grown 
up in an age of the chain store, 
the department store and mass 
distributing of merchandise. 


Victim of Circumstance 


This independent retailer didn’t 
bring about this new development. 
He didn’t complicate his task him- 
self. He has been a victim of 
changing circumstances without 
himself, catching the tempo of 
changing conditions. He has been 
severely criticized, and a great 
deal of the criticism is just. On 
the other hand, there are manu- 
facturers and wholesalers who 
ought to be criticized for their in- 
adequate leadership, and_ their 
failure to keep step with changing 
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“The small town independent retailer has played his part.” 





conditions and modern merchan- 
dising methods. 

Today, the foundation on which 
independent retailing has been 
founded is being undermined and 
threatened. We stand at the cross- 
roads, so far as our system of 
manufacturer to wholesaler to re- 
tailer is concerned, in spite of the 
fact that almost two-thirds of the 
retail business of the country is 
still being done by independently 
owned stores. I mention this fact 
because I am _ not pessimistic 
enough to believe that it is too 
late to do anything about the sit- 
uation. 

To prove my _ statement, I 
thought you might be interested 
in a report that came across my 
desk a few days ago. It is from 
the September issue of Consumers 
Union, and I quote. Names have 
been omijted for obvious reasons. 

“Of all the radios tested by CU, 
the best at any price were — — 
(a leading mail order store) and 
—w— (a nationally-known manu- 
facturer). Both of*these models 
are made by that manufacturer, 
and the CU consultant could find 
no difference in performance, con- 
struction, or circuit design be- 
tween them. The mail order price 
is $24.95, several dollars less than 
the dealer must pay his distribu- 
tor, and just $20 less than the con- 
sumer must pay the dealer for the 
nationally advertised brand.” 

I think it is useless for me to 
say that I could go on with out- 
standing examples in other lines of 
merchandise, and I don’t think it 
takes a prophet to forecast what 
will happen to independent retail- 
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“The check list tells the store 
management what to buy.” 


ing if this continues, as | know it 
will. 

I am perfectly willing to admit 
the shortcomings and mistakes of 
the independent retailer, and, as 
I see the picture today, I see three 
classes. 


He Suits Himself 


Class number one is that inde- 
pendent retailer who runs his bus- 
iness to suit himself, while his 
competitors, the chains, depart- 
ment stores and mail order stores, 
run theirs to suit their customers. 
He has a buying power complex, 
and refuses to use to the best ad- 
vantage, what buying power he 
has. He maintains the same kind 
of store his father had, or the 
same kind of store he had 20 
years ago, and is always the first 
to wire his Congressman urging 
legislation that will put the mass 
distributors out of business. He 
still insists that he must have a 
uniform markup on every item in 
his store, regardless of how high- 
ly competitive the item may be, 
and, if his wholesaler does give 
him a special price to meet his 
problem, he tries to get a longer 
margin on the theory that he does 
not have this kind of competition 
in his own town. Business is get- 
ting poorer all the time, and that 
store is getting to the point where 
he is no longer able to take his 
cash discounts, but is past due 
with his bills. 

Then we have the second class. 
This retailer wants to stay in bus- 
iness. He has an open mind and 
can see what is going on. He is 
keenly aware of the competitive 
situation, and wants to do some- 
thing about it, but he needs a lot 
of help. He is constantly faced 
with increased operating expenses, 
and a narrowing margin on a 
great many of the items he sells 
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on which he knows he must be 
competitive if he is to get the bus- 
iness. He knows that he must ad- 
vertise, and he uses such special 
sales plans as are adapted to his 
business, offered him by his man- 
ufacturer and wholesaler. He sees 
results, but he is buffeted about 
by a lot of cross-currents in mer- 
chandising with which he does 
not know how to cope. He needs 
help, and he must have it. 

The next class is the class of 
independents who are going to 
stay in business, and whose busi- 
nesses will grow as the inefficients 
are weeded out. Their stores are 
modern, clean, attractive and in- 
viting, just as up-to-date as the 
customers they serve. The whole 
institution has the appearance of 
a live, going concern. This re- 
tailer is thoroughly alive to the 
competitive situation in his com- 





“He will need help.” 


munity, and refuses to be content 
until he is able to match most of 
the offerings of his competitors. 
While he may have some direct 
factory connections on some of 
the lines he buys, he still needs 
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the wholesaler, and the wholesaler 
needs his volume. He is prompt 
in the payment of his bills, and 
his volume can be increased with 
a little work and planning on the 
part of the wholesaler. He needs 
a source of supply from which he 
can buy with confidence, a source 
that will help him to speed up his 
turn, and a source that knows 
his sales and merchandising prob- 
lems. He is ready for a connec- 
tion of this kind and regardless 
of what the wholesalers of the 
country may do about it, some- 
way, somehow, he will find the 
answer to his problems. 


What Can We Do? 


Perhaps you may not agree with 
this picture. If you do agree, you 
are probably saying to yourselves. 
“What can we do about it?” 

Before I get down to “brass 
tacks” on what I shall suggest, | 
would like the opportunity to cor- 
rect what I think is an erroneous 
definition of a wholesaler. The 
ccmmonly accepted definition of 
a wholesaler is one who buys from 
the manufacturer in large quanti- 
ties, warehouses the merchandise. 
and breaks it up in small units 
and reships it to the retailer. In 
other words, he is the buyer for 
the retailer. 

My own definition of a whole- 
saler is one who buys for the con- 
sumer, or at least he ought to, 
and sells to the consumer through 
the retailer. 
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Mr. Redd’s paint department is extensive and is 
arranged so that it’s easy for the customers. 
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There will always be manufac- 
turers and wholesalers who will 
offer retailers unsalable merchan- 
dise. Just so long as manufactur- 
ers, wholesalers and retailers de- 
cide for the customer, just so 
long will we have unwieldy in- 
ventories of unwanted and unsal- 
able merchandise piled on the 
counters of the retail stores of this 
country. How many dollars could 
have been saved, and how many 
retailers could have been saved 
from breaking if the ideas of the 
consumer had been taken into con- 
sideration before the merchandise 
was bought, or even made. 

No big organization could hire 
a manager and put him into a 
community and expect him to get 
business in competition with a 
man who owned his own business 
and was a part of that community, 
unless that organization offered 
some advantages that the local 
man did not have. 


The Big Advantage 


The one big advantage the mass 
distributors have over the inde- 
pendent merchant is their knowl- 
edge of merchandise, sources of 
supply and consumer demand. /n- 
dependent merchants worry about 
buying power and buying right. 
Mass distributors worry about 
price range. Independent mer- 
chants buy the lines they know 
and like; mass distributors buy 
the lines their customers want at 
the price range the customer is 
willing to pay. 


Personally, | think the answe: 
to most of the problems that | 
want to discuss are in the hands 
of you wholesalers and manufac- 
turers who sell to the retailer. The 
first point I would like to discuss 
is that department heads, buyers. 
and salesmen for wholesale houses 
must know more about the mer- 
chandise the customer wants, the 
price they are willing to pay, or 
the price at which it is being sold 
in competition with the indepen- 
dent retailer. 

To illustrate what | am trying 
to say, | want you to pardon a 
personal reference to my own ex- 
perience. Recently [| was in a 
wholesale house buying merchan- 
dise. Four of the items I wanted 
are on the counters of the chain 
store in my town at 10 cents and 
I knew it. My customers know it. 
too. On one of the items, the 
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“The independent must have a 
planned advertising program.” 


salesman quoted me a price of 
$1 a dozen and finally offered to 
make it to me for 90 cents. On 
two of the other items his price 
was $1.20 per dozen, and the other 
was $1.25. He seemed very much 





The builders’ hardware department and bolt bins 
are located just behind the wrapping counter. 
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“The wholesaler should be able 
to select the merchandise the 
consumer wants.” 


surprised when I told him that 
these items were selling in every 
chain store in the country at 10 
cents. I have since bought three 
of the items from another whole- 
saler at 80 cents per dozen. 

You are probably saying to 
yourselves that these are small 
items, and that they don’t mean 
anything anyway to the average 
merchant. I want to tell you that 
there are hundreds of these staple. 
everyday items in independent 
stores today at the wrong price. 
and that very thing in itself is 
doing more to drive the traffic 
out of independent stores than any 
other one thing that I know of. 
It is not only true of the smaller 
items but of others that run into 
volume. 

This experience of mine, to- 
gether with the previously men- 
tioned radio incident are to my 
mind inexcusable, and ought never 
to have happened. The salesman 
who waited on me should have 
known the price at which these 
items were being sold, and the 
very fact that another wholesaler 
put me in position to meet that 
competition makes the picture all 
the more ridiculous. 


Should Aid Retailer 


The wholesaler ought to be able 
to select the merchandise the cus- 
tomer wants, before it is ever of- 
fered to the retailer. He ought to 
shorten his lines and price ranges 
to the point where the retailer 
could buy with less confusion and 
uncertainty. How far would the 
chain systems of the country get 
in the selection of their merchan- 
dise if the buying were left to 
their managers scattered all over 

(Continued on page 96) 


























(ie the progressive 


merchant in farm sections, poultry 
supplies provide the first oppor- 
tunity in the year for aggressive 
merchandising. Chick raising is a 
sizeable industry in the country 
and satisfactory sales volume is 
available if the merchant plans his 
promotions and maintains ade- 
quate stock to supply customers’ 
needs. 

The sale of baby chicks by 
hardware stores is fairly common- 
place and merchants who have 
done this find that it stimulates 
interest in the poultry equipment 
and other items such as feed car- 
ried by the store. In addition, the 
sale of the baby chicks is usually 
a satisfactory margin producer 
where the merchant is equipped to 
handle them with the minimum of 
expense. 

A suggested window display 
and several feature table displays 
are shown on these pages. This 
merchandise should be featured as 
early as possible varying the date 
to conform to conditions in the 
individual section. Customers of 
the store will think of it as head- 
quarters for this merchandise if 
you are the first to show the line. 
Baby chicks should be featured in 
the window if the store carries this 


CHICK FEED. 












BABY CHICKS 














rouULTRY 


SUPPLIES 


Feature Poultry and Live 


Hardware Age Original 



























SS 


lEk(6LE HEALTH GLASS 








































Poultry Supply Window 


; Merchandise: Brooder stoves, water fountains of several types and 
sizes, roof saddles, grit boxes, chick feeders, feeding troughs, baby chick 
food, shell boxes, brooder house glass and cloth, stove pipe, leg bands, 


thermo wafers, brooder thermometers 


Background: All panels in background dark yellow corrugated board 
or wall board painted rich ivory or cream. Cut out letters of black or 


dark blue corrugated board. 


; Suggested Interior Displays: For tables—Feature mass displays fruit 
jar chick waters, baby chick feed, and feeding troughs. 
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Mass displays of feeders should 
be priced to stimulate multiple 
purchases. Customers will usual- 
ly need several of them. 


Chick feed for consumption 
merchandise brings custom- 
ers to your store a number 
of times during the season. 


stock as this will do more than 
anything else to attract attention to 
the display and to the store. 

Bulky merchandise such as 
brooder stoves and large feeders 
can best be shown on platforms in 
the store. The smaller items can 
be featured on table displays in 
an attractive manner. Mass dis- 
plays of items suggested in the 
small drawings on these pages 
should be shown on the end of 
the table or on the end of other 
tables located in traffic centers of 
the store, at least during the first 
part of the season. Usually mass 
display bins with side glass at 
least 6 in. high will be found most 
satisfactory in showing these fea- 
ture items. 
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GOOD EQUIPMENT 


Stock Equipment Next Month 
Window Display Ideas 
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Live Stock Feeding Equipment Window 


Merchandise: Small stock tanks, water tank heaters, hog troughs, 
small size, round hog pans, hog watering devices for barrels, pig rings, 


hog rings, and ringers. 


Background: All panels of background dark yellow corrugated board 
or wall board painted rich ivory or cream. Cut out letters of black or 


dark blue corrugated board. 


Suggested Interior Displays: For platforms—Mass displays of hog 
troughs, also tank heaters. If floor space is available, a popular selling 


stock tank should be shown. 





If baby chicks are carried, they 
should be located at the rear of 
the store. The chicks will attract 
considerable attention and pull 
customers through the store as a 
result. The displays of poultry 
supplies can be located near by. 

Hardware merchants in farm 
communities have opportunities at 
this time of year to promote 
numerous heavy items in stock 
feeding equipment and suggested 
window and interior displays for 
certain items in this line are also 
shown on these pages. It is not 
difficult to arrange interesting dis- 
plays of this type of merchandise 
and as these lines are frequently 
overlooked by the merchant, they 


make an impression when shown. 





A mass display bin having glass 
sides 6 in. high is an ideal way 
of showing chick waterers. Show 
some with fruit jars attached. 


A 5-ft. platform shows two 
types of hog troughs stacked 
to secure attention. Show- 
cards might also feature 
prices of the larger sizes. 








In pricing stock tanks in the 
window, be sure the showcard lists 
all the sizes you carry together 
with the price of each. The price 
of the small tank shown in the 
window should be featured. _ List- 
ing the sizes you carry, together 
with the prices, will show that a 
complete line is carried and will 
promote inquiries on the more 
popular sizes. 

Price is likely to be an impor- 
tant factor in the sales of this type 
of merchandise due to the number 
of sources of supply available to 
the farmer. The merchant should 
keep this in mind and feature some 
items which will establish in the 
minds of customers that the hard- 
ware store is the most economical 
place in which to buy the things 
he needs. 

Suitable interior displays of this 
merchandise should be arranged 
on platforms in the center of the 
store or along the sidewall. A 
popular price on small hog troughs 
will develop considerable traffic 
for the store. A platform display 
of this merchandise is shown and 
it should be arranged in a promi- 
nent location in the store for a 
short time or during the period of 
the window display. Other plat- 
form displays of bulky items 
should be developed to tie in with 
the window. 
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FROZE 


Westinghouse |] 


* The cline of east Kesislance” ¢ 








TRUE-TEMP CONTROL icts user 
dial exact temperature—holds it 
true no matter how hot the 
kitchen gets. 


HUMIDITY FOR MEATS 


averages 85% in the big new 
sliding MEAT-KEEPER with 
crystal clear window-front. 


FROZEN FOODS in liberal 
quantities can be safely stored 
in the double-height top com- 
Partment of the Super Freezer. 


FIBERGLAS INSULATION is 


10% more efficient than previous 
insulation—holds its efficiency 
for life. 


HUMIDITY FOR FRESH FRUITS 
AND VEGETABLES averages 90 
to 95% in the big glass-top 
Humidrawer, 


/ 
/ 
i 
j 


MILK AND VEGETABLES are 
protected by extra cold but not 
freezing temperature in the large 
milk compartment. 


——_« oe 


MICARTA DOOR LINER is 6 
times more resistant than steel 
to heat penetration—combines 
lightness with rigid construction. 


LEFTOVER DISHES of Peasant- 
ware are Hall Oven China. Set 
includes 2 leftover dishes, 1 
butter dish, 1 water server. 


© 


LOW COST OPERATION is big 
sales ad vantage with the famous 
Economizer Sealed-in Mecha- 
nism, improved for 1940. 





4a0° 
It takes en .: 


‘| 
5 
TRUE-TEMP CONTROL x 4“ 


TO GIVE You = 
TRU-ZONE COLD 





Refrigerators 


FASTER FOR FO. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


MANSFIELD, OHIO 
















More Than— 
200 Years 


Are available to prospective 

home builders who utilize the 

complete builders’ hardware 

services of Chandler & Barber 
Co., Boston, Mass. 


D. Fletcher Barber, president of the firm, a past 
N.R.H.A. president, is easily the dean of all living 
builders’ hardware experts, having started his 


highly successful career 70 years ago in 1870. 
In that time he has trained many good men, 
several of whom are still associated with him. 
Here he is pointing to the “HARDWARE AGE 
Chart of Comparative Finishes for Builders’ Hard- 
ware,” published in connection with series “Tak- 
ing the Mystery Out of Builders’ Hardware.” 


| originally a general hardware, paint 
and housefurnishings business majoring in builders’ hard- 
ware and kindred building supplies, Chandler & Barber Co., 
Boston, Mass., moved to a new location about 12 years ago 
and established a business devoted exclusively to the sale of 
builders’ hardware, light fixtures, bathroom cabinets and kitchen 
ensembles. Here the prospective home builders can avail 
themselves of services and merchandise that will complete the 
architectural style of any type of building. In one of the most 
complete sample rooms in the country, ample provision has 
been made for comfortable transaction of business without 
confusion, and all goods are visibly displayed and attractively 
mounted. Wherever practical, as in the case of garage hard- 
ware, casement equipment, etc., working models are employed 
that the prospect may see the operation and installation as well 
as the construction and design. 





RALPH F. BARBER 
treasurer of the firm, son of D. 
Fletcher Barber, and himself well- 
known among builders’ hardware 
engineers. 


229 YEARS OF EXPERIENCE 
SELLING BUILDERS’ HARDWARE 


Mr. Barber, Sr., 70 years experience; 
Ralph W. Richards, 50 years experi- 
ence, 30 of them with Chandler & 
Barber Co.; Alvah P. Chandler, 55 
years experience, 52 of them with 
C. & B. Co., and John R. Hope, 54 
years — 50 of them with 
0. 


HARDWARE AGE 
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of Builders’ Hardware 


Experience 


All samples are 
carefully and at- 
tractively mounted 
in this outstanding 
sample room. As 
these two photos 
indicate, the pros- 
pective home 
builder can come 
to this firm and 
buy not only his 
hardware but also 
light fixtures, bath- 
room cabinets, 
kitchen equip- 
ment, etc., all in 
harmony with the 
architectural style 
to be followed. 
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Comfortable sur- 
roundings make 
this a _ pleasant 
place to transact 
business. The 
small tables per- 
mit the seller to 
concentrate the 
prospect's think- 
ing on one pattern 
at a time and thus 
avoid the confu- 
sion of seeing too 
many styles and 
finishes such as a 
complete stock, 
here available, 
provides. 
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ADVANCES 


Annealed (black) fence wire—Putty. 

Some floor wipers—Some window cleaners. 
One line steel, brass wing nuts. 

One line brass thumb screws, cap nuts. 
Friction tape—One make sap spouts. 

Some types 21% gal. fire extinguishers. 

Comb. soldering irons, blow torchess 

Hand garden plows—Copper soldering points. 


/ 





Tacks—-Prices on steel cut 
and wire tacks have remained un- 


changed since October, 1938, but be- 


cause of increased costs it is con- 
sidered likely that there may be 
advances early this year. Wire brads 
and small packaged nails are steady. 


* * * 


Fence Wire—Annealed 
(black) fence wire has been raised 
15 cents per 100 lbs., to a carload 
base, on 9 gage, of $3.05 Pittsburgh, 
with no change in galvanized. Size 
extras for annealed wire. 15 gage 
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and lighter, have been lowered 5 
to 10 cents per 100 Ibs. 
. + & 

Steel Fence Posts—Prices on 
steel angle, U and tee fence posts, 
in quantities of less than 500 posts 
have been advanced 10 cents, and 
in quantities of 500 to 999 posts 
have been lowered 5 cents per 100 
lbs. Prices have been reaffirmed 
on quantities of 1000 or more posts. 


” * * 


Floor Wipers, Window Clean- 
ers —A recent new price sheet from 
\. F. Dormeyer Mfg. Co., Chicago, 








Ill., shows advances of 5 to 10 per 
cent on most items of floor wipers 
and window cleaners. 


* * * 


Wing Nuts, Thumb Screws 
Parker-Kalon Corp., New York City, 
has announced that there will be 
no increases, during the first quar- 
ter, on its sheet metal screws nor 
on most other P-K products. How- 
ever, sharper cost increases have 
necessitated mark-ups on steel and 
brass wing nuts, brass thumb screws 
and brass cap nuts, as of Jan. 2. 
The company advises that its Monel 
metal type Z self-tapping sheet metal 
screws will hereafter be available, 
only on special order. Parker-Kalon 
Corp. has extended the range of 
sizes of 18-8 stainless steel type Z 
screws. Because of substantial de- 
mand for certain sizes of type A 
screws, made of the same alloy, a 
range of popular sizes has been 
made up for stock. 


* * * 


Manila and Sisal Rope—On 
Dec. 26, leading rope makers an- 
nounced reafirmed present prices, 
for delivery up to March 31. Quo- 
tations, however, are still subject to 
change without notice. Despite the 
last quarter’s advances, fiber sup- 
plies are still dependent upon an 





ADVANCES 
EXPECTED 


Tacks—Some wheel goods. 
Plumbing enamelware. 





unsettled far-Eastern situation, and 
are affected by the higher ocean 
freight rates and insurance costs in- 
cident to the many war threats to 
commerce by sea. 
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REGULAR $79.95 WALUE 


Pricen 59-5 


Retaining Full Dealer Profits 


A $20 Savine 


For Your Customers 


The finest Washer you've ever been able to 
offer at such an amazing saving to your 
customers. 


Remember it’s UNIVERSAL from top 
to bottom and that means highest quality, 
workmanship, reputation and performance. 
You'll find exclusive features in this 
Washer that you’d never expect to find at 
such a low price . . . and there’s full profit 
in it for you. 


1940 
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Now, Check These Features 


Holds 8 lbs., dry clothes Improved, Heavy Duty Agitator 
Silent, Direct Drive—Only 4 Running Extra Size Motor—Resilient Mount- 
Parts in the Sealed-In-Oil Trans- ing, Lifetime Lubrication 
mission Friction Driven Pump 
New Design, Safety Wringer White Porcelain Tub — Inside and 


Broad, Bright Decorative Band Out 
Auto Type Control 


Wire or write for complete details on this 





Unive ral 





















All White, Baked Finish 





Plus Profit Feature Model 


HOME LAUNDRY EQUIPMENT 
“or” LANDERS, FRARY & CLARK Gsrsccticc 












Friction Tape—A one-cent per 
pound advance on friction tape, ef- 
fective Jan. 1, was reported by sev- 
eral manufacturers. 


* * 


Fire Extinguishers — Some 
makers have recently announced an 
advance on the staple 2%-gallon 
extinguishers, both soda-and-acid, 
and foam type, also on recharges. 
The mark-ups are said to average 
about 5 per cent. There has been 
a notable increase in the cost of the 
chemicals used for charging extin- 
guishers. 

* * * 


Combination Soldering Irons, 
Blow Torches—Effective Jan. 1 list 
prices of Justrite combination solder- 
ing irons and blow torches, made by 
Justrite Mfg. Co., Chicago, IIl., were 
advanced 22 per cent on the No. 
39 outfit and 17 per cent on the 
No. 59. An advance of 50 per cent 
on copper soldering points is also 
reported. 

. + * 


Sap Spouts—An increase of 
$1.00 per 1000 on sap spouts was 
recently put out by one manufac- 
turer. 

* * ao 


Putty—Following the sharp 
mark-up on linseed oil reported last 
month, several putty manufacturers 
have raised prices about one-half 
cent per pound. 


o + + 


Agricultural Supplies—Janu- 
ary will be a busy month for the 
jobbers, in shipping out the “fu- 
tures” specified heavily during Oc- 
tober and November, with the usual 
spring dating. Manufacturers of 
hand farming tools, while busy, have 
not oversold, and are _ shipping 
promptly, though certain of their 
raw materials are reaching them 
slowly. No late price changes are 
noted, except that hand garden 





DECLINES 


Size extras annealed fence wire, 
15 gage and lighter. 





plows were marked up 5 to 10 per 
cent as of Jan. 1. Prolonged dry 
weather has helped toward an un- 
seasonable sale of cultivating tools, 
of pumps, and even of garden hose. 


Commodity Prices—A_ gen- 
eral advance in commodity prices 
at wholesale, led by sharp advances 
in prices of farm products, foods 
and textiles, brought the U. S. Bu- 
reau of Labor Statistics all-com- 
modity index in the week ended Dec. 
23, up 0.8 per cent to 79.3 per cent 
of the 1926 average. The index a 
month ago stood at 79.0 per cent, 
and on Dec. 24, 1938, at 76.6 per 
cent. Average wholesale prices of 
raw materials rose over 1 per cent 
in the week, to the highest level 
reached since early in 1938. Metals 
prices, except for weakness in tin, 
have shown no recent change. Lead 
is especially firm, with sales run- 
ning 50 to 60 per cent ahead of last 
year, and stocks at about half the 
year-ago level. 


* * 


Pumps and Equipment—F. 
E. Myers & Bro. Co., Ashland, Ohio, 
manufacturers of pumps and pump- 
ing equipment, reports its shipments 
and unfilled orders in most terri- 
tories since November 1 have shown 
a sizable increase over the compar- 
able 1938 period. 


* * * 


Wheel Goods and Toys— 
Wholesalers report increased holi- 
day sales of velocipedes. Next sea- 
son’s wheel goods are being pre- 
pared for the April Toy Fair. Buy- 
ers are told that higher prices will 
likely be in effect. 

This winter is showing the usual 
demand for basket-ball supplies but 
a very sharp increase in both bowl- 
ing and boxing equipment. Dog 
goods are also increasingly salable, 
and with a fast-growing variety of 
equipment to choose from. 


* + 


At the Threshold—In a peri- 
od generally dedicated to pre-inven- 
tory preparations, hardware sales 
slackened throughout all branches 
at the year-end. In most quarters, 
however, the let-down is described 
as normal, or as less pronounced 
than usual for the holiday weeks. 
Many wholesalers have held group 
conferences with their salesmen dur- 
ing the sales lull, while retailers 
have cleaned and rearranged their 
stores after the gift-shopping rush. 
Both because of conservative order- 
ing and satisfactory sales volume, 
reports of troublesome carryover of 
Christmas goods are relatively few. 
In many sections, almost the first 
call of the winter for snow shovels, 
tire chains, calks, sleds, skates and 








skis came at the very year-end, after 
many discouraging weeks of weather 
anything but conducive to this de- 


mand. 
SS. @ 


Rods and Wire Products— 
Demand for wire rods is very active, 
with the automotive and bolt and 
nut manufacturers being the largest 
takers. Mills are currently booked 
far into the first quarter and may 
be sold out shortly if orders con- 
tinue to be placed at the present 
rate. Orders for manufacturers’ 
wire from many different sources 
continue in good volume. 





PRICES 
REAFFIRMED 


One make sheet metal screws, etc. 
Manila rope—Sisal rope. 





Plumbing Supplies—Sales of 
plumbing and heating equipment 
in 1939 reached the highest point 
since 1928, and exceeded the 1938 
volume by 20 per cent, according to 
the Plumbing and Heating Indus- 
tries Bureau. A further increase is 
expected in 1940, if building con- 
tinues its present gradual recovery. 
Net plumbing and heating equip- 
ment sales have shown a consistent 
gain since 1932, which marked the 
low point. While much of the up- 
turn in the volume of sales is due to 
the increase in residential construc- 
tion, factory construction and mod- 
ernization accounted for a large pro- 
portion of sales in many sections. 
Increases in copper, brass, and lead 
contributed to the price rise of a 
number of plumbers’ supply items 
during the weeks following the be- 
ginning of the European war. Brass 
goods and cast iron pipe prices ad- 
vanced to a level 10 per cent above 
the previous year, while quotations 
for copper, brass, and malleable fit- 
tings climbed upward as much as 35 
per cent. More recently, prices 
have shown a leveling-off tendency, 
though plumbing enamelware is ex- 
pected to show a 744 to 10 per cent 
mark-up early in 1940. 


* + 


Wallpaper—The wallpaper 
industry expects the largest spring 
business in many years according 
to A. J. Browning, president, United 
Wall Paper Factories, Inc., Chicago, 
Ill. Present indications, Mr. Brown- 
ing states, point to the use of 400,- 
000,000 rolls of wallpaper in Amer- 
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CAB-OVER-ENGINE TRUCKS 





Here’s a first view of the new International 
heavy-duty cab-over-engine trucks! Interna- 
tional Harvester brings you a product of new 
and superior design—a new high in cab-over- 
engine efficiency—a traffic- type truck that will 
soon be the talk of the industry. 


STYLING and LINES—let this picture and your 
first sight of the trucks themselves be 
Exhibit A. 


BASIC DESIGN—the International Models 
D-500 and DR-700, like the popular D-300, 
are true engine-under-seat units, engineered 
from stem to stern for full cab-over-engine 
efficiency. Ideal 14-24 load distribution, for 
tractor or straight truck operation. 


DRIVER COMFORT, EASY RIDING, VISION, SAFETY 
—a genuine surprise is in store for every man 


yy VN 


‘INTERNATIONAL 





Model D-500 

Nominal gross weight rating 18,000 Ibs. 
Model DR-700 

Nominal gross weight rating 24,000 Ibs. 


A variety of wheelbase lengths and 
three types of final drive. 


who takes the wheel and tests the superb 
spring -suspension in these new trucks. 


accessisitity— all minor repairs ‘easily 
handled through floor and from underneath. 
Major overhaul made surprisingly easy. 

MECHANICAL EXCELLENCE— by International 
Harvester. 

Inspect and drive a D-500 or DR-700 your- 
self—or assign your most experienced driver 
to a test-tryout. Put the truck through its 
paces and compare it with all competition. 
Then render a verdict as frankly as you like. 
What we mean is—we’ve really got something 
here in these new cab-over-engine Internationals! 
See the nearest International Dealer or Branch. 


INTERNATIONAL HARVESTER COMPANY 


INCORPORATED) 
180 North Michigan Avenue Chicago, Illinois 


Enter the handsome, spa- 
cious cab of this Interna- 
tional—take the individ- 
ual spring-filled bus-type 
seat— all set for a ride- 
drive that will be a reve- 
lation to the experienced 
truck driver. 


New vision, maneuver- 
ability, and safety ride 
with the operator of these 
new cab-over-engine in- 
ternationals. Perfectly 
placed controls and wide 
view of the road give a 
new and genuine sense 
of comfort and efficiency. 


INTERNATIONAL TRUCKS 
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ican homes for 1940 and this in- 
creased volume, plus slightly higher 
prices, indicates a reasonably profit- 
able year for the industry. 


* . * 


Washing Machines and Iron 
ers-—Factory shipments of household 
washers in November broke all rec- 
ords for that month, totaling 102,990 
units. This was a gain of 22.3 per 
cent over the corresponding 1938 
month. For the 11 months ended 
Nov. 30 shipments totaled 1,355,986, 
and exceeded the same 1938 period 
by 26.7 per cent. Shipments of 
household ironers in November 
totaled 9,990 units, an increase of 
21.4 per cent over a year previous. 
For the first eleven months ironer 
shipments totaled 103.370, about two 
per cent ahead. 


Tires and Rubber Products 
November production of automobile 
tires declined seasonally from Oc- 
tober, but exceeded all records for 
any November since 1928, accord- 
ing to the Rubber Manufacturers 
Association. For the 11-month peri- 
od, shipments this year totaled 52.- 
234,932 units against 38,175,962 a 
vear ago. An increase in prices of 
rubber products may become neces 
sary if the rubber manufacturing in- 
dustry is to operate profitably in 
1940, according to A. L. Viles, presi- 
dent, who states: 

“Although the cost of crude rub 
ber and cotton fabrics, our most im- 
portant raw materials, has advanced 
appreciably since the war began, 
there has been no general increase 
in prices of finished rubber goods. 
There have been adjustments up- 
ward in some products, where in- 
creases in costs were so great that 
they could not possibly be absorbed. 
The list prices of tires have been 
reduced by most companies since the 
outbreak of war.” 


- * * 


Christmas Sales Volume— 
Store owners show a considerable 
difference of opinion as to whether 
shoppers were buying more expen- 
sive items this year than last. Some 
establishments reported a big up- 
turn in the demand for higher priced 
luxuries; others experienced a gain 
in the number, but a slight decline 
in the average value of their trans- 
actions. Nearly all found that home 
furnishings were in very strong de- 
mand. Sales of occasional furniture 
pieces and electrical appliances ran 
well ahead of last year. 


60 


More Spending Ahead- 
Promising well for merchandising 
gains in early 1940, a number of 
large industrial and distributing 
firms announced special bonuses or 
enhanced dividends at the end of 
1939, while earnings for the year in 
nearly all lines contrasted pleasant- 
ly with 1938. Although the roster 
of unemployed still is distressingly 
large, the trend of employment now 


is upward, and full hours or over- 
time have been the lot of many 
thousands of factory workers,—all 
meaning a wider distribution of 
spending power. The farm popula- 
tion enjoys a larger average income 
than in 1938, though from somewhat 
reduced marketings, and only in 
the winter wheat areas are merchants 
facing a disappointed clientele. 


Service Pins—Public Recognition of Effort 


N unusual service pin award 

ystem helps hold down em- 
ployee turnover and stimulates con- 
scientious worker effort for Chas. 
Brown & Sons, San Francisco, Cal., 
hardware dealers. The pins build 
pride that carries through a life- 
time. Many an employee who has 
gone to a bigger job in some other 
line of business is still wearing his 
Brown service pin. 

Awards are made at an annual 
banquet and dinner dance—an event 
for all employees. When an em- 
ployee has been with the company 
five years, he receives a handsome 
pin carrying one star. At the 10- 
year mark, it is exchanged for one 
with two stars. Starting at 20 
years, diamonds are set in the pins, 
one for 20 years of service, two for 
25 years, three for 30 and a very 
large diamond for 35 years. Some 
employees have served the firm for 
the full 35-year mark and the ma- 
jority have been here for 10 years 
or more. 


“Pins of the type we use run into 
a good deal of money but at any 
price they’d be a mighty good in- 
vestment,” says S. Newman, pres- 
ident and general manager. “They 
meet a need that exists in every 
human heart—a need for public 
recognition of honest effort. People 
become more than mere employees 
when you recognize what they do.” 





(Courtesy Whitehead & Hoag Co.) 
A one-star service pin 
representing five years 
of service, enlarged to 
twice its actual size. 





An old employee of the firm receives a 25-year service pin. 
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This fll color advertisement in the Saturday Evening Post for 
January 20 opens the greatest magazine campaign in Norge 
history. Note that it tells women to see after January 20 the 
greater Norge in which, from top to floor, there’s space 
galore. Will women in your community be attracted to your 

store? 

"a7 F 
dealers have gone NORGE: NORGE DIVISION, BORG-WARNER CORPORATION 
Many ea : 670 East Woodbridge, Detroit, Mich. 

ypening in your com- 
There still may be an open te with Norge 


an opportunity to 
or complete informa 


Without obligating me in any way, let me have complete 
information about Norge for 1940. 


Name 
Address__ 
2 — = 


munity - tion, wire OF 


in 1940. F 
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SALES OF 1,938 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 
November, 1939 









Dollar Sales Reported 
Percentage Change 



































































*Note while stores from these states are included in grand total, figures for these 


Number Nov., 1939, from 
States by regions of Firms Nov., Oct. Nov., Nov., Oct., 
Reporting 1938 1939 1939 1938 1939 
New England 91 + 44 - 3.9 726,484 695,659 755,748 
Connecticut 13 +118 +22.4 72,399 64,778 59,158 
EES, isha, acne xe eed cle ann cee 13 + 8.3 -10.5 66,656 61,532 74,505 
Massachusetts 47 + 27 - 3.0 383,191 372,982 395,040 
New Hampshire and Vermont 11 + 43 —11.0 144,115 138,131 161,860 
Rhode Island iy 7 + 3.2 - 78 60,123 58,236 65,185 
Vermont (See New Hampshire) — at Pe ee ae 
Middle Atlantic 221 +14.5 8.9 1,001,765 874,696 1,100,183 
New Jersey 7 + 55 ~16.1 40,391 38,286 48,114 
New York 33 + 0.2 —12.0 135,001 134,690 153,481 
Pennsylvania 181 +178 — 8.0 826,373 701,720 898,588 
East North Central 502 + 7.6 —11.6 2,362,876 2,195,634 2,674,220 
Illinois 125 + 76 —10.5 557,886 518,348 623,249 
Indiana 68 +10.7 —138 314,230 283,762 364,632 
Michigan 50 + 9.2 —15.7 250,582 229,561 297,357 
Ohio. 142 +12.1 — 36 738,734 658,752 766,539 
Wisconsin 117 — 0.7 —19.4 501,444 505,211 622,443 
West North Central 346 + 83 —16.0 914,914 844,442 1,088,750 
Iowa 86 +148 —14.0 298,015 259,595 346,401 
Kansas 83 + 9.9 -15.8 152,522 138,734 181,039 
Minnesota 30 0.0 —19.6 127,468 127,519 158,635 
Missouri 71 + 40 —10.9 203,170 195,344 227,973 
Nebraska 59 + 5.3 —22.1 98,932 93,990 126,936 
North Dakota 12 +22.7 —23.3 27,238 22,198 35,498 
South Dakota ° as Ct a So” Re a hana  aghtded 
South Atlantic 83 + 6.2 - 6.3 532,285 501,220 568,280 
Delaware od ae te © a eee Ae hea 
District of Columbia cas ants or oS Cen 
Florida 25 +15.1 + 91 178,390 154,996 163,499 
Georgia 23 +14.2 + 25 134,544 125,669 140,065 
Maryland ° j cet e, . Vikgeaies: 
North Carolina 5 +18.4 —20.4 55,315 46,707 69,463 
South Carolina 10 — 25 —18.0 72,641 74,472 88,544 
Virginia 10 —13.6 —12.9 64,144 74,243 73,686 
West Virginia . as 7 saree = Meee 2 chee 
East South Central 45 + 40 —11.1 258,772 248,832 291,029 
Alabama 22 — 48 — 9.9 115,163 120,926 127,777 
EE os oa Sade cus eanbaeancaeknwenn 9 + 49 —17.6 41,385 39,444 50,236 
Mississippi i eee Ses ale: 
Tennessee ll +16.5 —10.8 93,811 80,513 105,161 
West South Central 143 + 4.6 — 7,1 702,613 671,891 756,595 
Arkansas 22 +12.3 — 72 124,669 111,061 134,392 
Louisiana 5 + 3.7 —13.4 27,339 26,368 31,562 
Oklahoma 42 + 28 + 14 157,987 153,746 155,819 
Texas iad pend hhaaesadecetckeaie’ 74 + 3.1 — 9.7 392,618 380,716 434,822 
Mountain 113 + 48 —12.1 677,909 646,790 771,096 
Arizona we) 16 —10.3 — 58 193,293 215,528 205,273 
Colorado 34 + 18 —14.5 130,495 128,221 152,600 
Idaho 21 +16.0 —20.7 90,074 77,682 113,562 
Pr rere eer) ore 25 +21.4 —14.0 164,570 135,612 191,343 
Nevada ” ‘sc t(‘(‘ el ee Ue mee 
ND acy agiwn x naw hikamhnoweake ges © or Ai 1 | Secor — G "ag eee Oe eee 
Utah el) weed, gates, he ei et one ee 
Wyoming -- ke. O:«COt”:*«é«é iW = eee VO needeeee 0) eens 
Pacific ere 394 + 53 — 82 2,036,968 1,934,216 2,219,595 
DE Re er ror ore 304 + 338 — 59 1,506,477 1,458,975 1,600,671 
Oregon aes 44 +17.9 —14.6 224,368 190,343 262,685 
Washington 46 + 75 ~14,1 306,123 284,898 356,239 
TOTAL 1,938 + 7.0 - 99 9,214,586 8,613,380 10,225,496 
City of Chicago Jounweens 17 + 7.7 —13.2 52,067 48,363 60,013 
City of Los Angeles cui tveauaaaares 40 — 2.7 —10.1 220,254 226,289 245,016 
i ec secutetanveacenwen 18 +14.0 —17.0 61,975 54,350 74,699 
OR Seren ey rere 17 + 3.6 — 8.6 31,755 30,641 34,748 
Ce OE OE PUM oc cve cc cviccccaceas 31 — 64 — 5.5 110,033 117,541 116,493 
- 3 re eee 12 + 18 —16.0 141,432 138,942 168,426 


states are not shown on this chart be- 
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cause of insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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Left to right: Paul Puffer, sales manager, refrigeration depart- 
ment; William H. Hanna, regional director; E. R. Bridge, sales 
manager for the washer, ironer and space heater department, 


and Harry Lewis, 


NORGE APPOINTS TWO DEPT. SALES 
AND FOUR REGIONAL MANAGERS 


Appointment of the two new | 


department sales managers and 
four new regional managers for 
Norge Division Borg-Warner 
Corp., Detroit, Mich., has been 


announced by James A. Sterling, | 


general merchandise manager. 

E. R. Bridge, former regional 
manager, has been named sales 
manager for the washer, ironer 
and space-heater department. 
Paul Puffer, former regional 
manager, becomes sales manager 
for the refrigeration department. | 
The new regional managers are 
Harry Lewis, William H. Hanna, 
R. H. Pizor, and Ray C. Roy. 

Mr. Lewis began his home- 
appliance experience with Frigid- 





aire in 1926, and in 1931 joined 
the Westinghouse Supply Com- 
pany organization in that city. 
In 1936 he went with Westing- 
house Electric & Manufacturing 
Company as range, water-heater, 
and dishwasher supervisor, and 
a year later became full-line | 
supervisor out of Detroit for 
Michigan and northern Ohio. 
Mr. Lewis will now have head- 
quarters in Kansas City, and will 
travel Kansas, Colorado, Nebras- 
ka, and Iowa. 

Mr. Hanna, who will establish 
his headquarters in Detroit, will 
cover Michigan, Ohio, Pennsyl- 
vania, West Virginia, and a por- | 
tion of Virginia. For the past | 
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regionol manager. 


manager for the Kelvinator range 
and water-heater division. 

Mr. Pizor, who will make his 
headquarters in St. Louis, has a 
territory consisting of Kentucky, 
Tennessee, Mississippi and a 
portion of Illinois. He has been 
a special representative for Norge 
on all products, covering the en- 
tire United States, for the past 
six years. Prior to that time he 
served as a factory agent for 
home laundry equipment. 

Mr. Roy was also formerly a 
special representative for the 
Norge factory covering the United 
States and, before that, a washer 
specialist. He will work out of 
Chicago, and cover northern Illi- 
nois, Wisconsin, Indiana, Minne- 
sota, and North and South Da- 
kota. 


HOLLIS CO. TO MARKET 
ANCHOR CARVING PINS 


“Anchor” carving pins, the 
“Anchor” carving set, “Protecto” 
meat baster and other houseware 
items previously marketed by 
Elkram & Co., Hazleton, Pa., are 
now being manufactured and 
marketed by Hollis Co., Inc., 207 
Market Street, Newark, N. J. | 








| BOSTON VARNISH CO. HOLDS | 


SALES CONVENTION-PARTY | 
More than 200 employees and | 


checks to all employees. J. B. 
Lord, president, expressed his ap- 


preciation for the loyal coopera- | 


tion of all employees. 

A few days later the company 
held its three-day sales conven- 
tion in its new assembly hall. 
Conducted by Franklin J. Lane, 
vice-president and sales manager, 
representatives from all parts of 
the country were present. Several 
salesmen who had won contests 
were awarded prizes. The new 
1940 merchandising campaign 
was presented by C. A. Dana 
Redmond, advertising counselor 
and merchandising and promo- 
tion plans were outlined by C. F. 
Eberle, advertising manager. 


DR. WM. A. MUDGE JOINS 
INTERNATIONAL NICKEL 


A. J. Wadhams, 
dent and manager of the develop- 


vice-presi- 


ment and research division of 
The International Nickel Ce., 
Inc., has announced the addition 
of Dr. William A. Mudge to the 
technical service division of the 
New York office at 67 Wall St.. 
New York City. 


W. J. HERWOOD RESIGNS 
AS SALES MANAGER OF 
MANNING, BOWMAN & CO. 


William J. Herwood, sale- 
| manager of Manning, Bowman & 
| Co., Meriden, Conn., has resigned 
that position as of Jan. 1, 1940. 
No announcement has been made 
regarding his successor. 

Mr. Herwood has not yet in- 
dicated his plans but at the pres 
ent is making his headquarter- 
at the office of Ferry-Hanley Co.. 
500 Fifth Ave., New York City. 








GIBSON ELECTRIC NAMES 
NEW DISTRIBUTORS 


The following have been ap 
pointed distributors for the Gib 
son Electric Refrigerator Corp.. 
Greenville, Mich.: H. H. Basford. 
San Francisco, Calif.; Electrical 
Distributing Co., Portland, Ore.: 
Jenkins Music Co., Atlanta, Ga.: 
Krauss Distributors, Inc., Kansas 
City, Mo., and the Morris Dis- 
tributing Co., Binghamton, N. Y. 





| These will handle Gibson “Freez’r 


Shelf” refrigerators and_ the 
“Kookall” electric range. 


Wilson Oliver Organizes 
Market Information Service 


Wilson Oliver has formed a 
new organization to be known as | 
Wilson Oliver & Co., 30 Church | 
St., New York City, selling a | 
market information service to | 
recognized wholesalers of hard. | 
ware, mill supplies, and plumb. | 
ing equipment. The new firm also 


| 
| 


has a department devoted to in 
dustrial relations’ problems. 
Mr. Oliver was formerly vice- 
president of Oliver Bros., Inc.. 
resident buyers of New York and 
Chicago. Mr. Oliver joined 
Oliver Bros. in 1915 and except 
for his World War service and 
two years with a wholesale hard 


| ware concern in New York, served 
{continuously Oliver Bros., Inc.. 


founded by his father Thos. E. 
Oliver and his uncles James H. 
and Frank J. Oliver. During that 


time he was a buyer, branch office 


| manager at Pittsburgh and Chi- 
|cago, and writer of the well- 


known “Topics of the Week” and 
“Friday Review” market letters. 

The chief function of Wilson 
Oliver & Co. in the hardware 
trade will be the dissemination 
to a limited list of subscribers, of 





two years he has covered the | guests of the Boston Varnish Co., | 
United States for the Modern | Everett, Mass., made merry at a | 
Kitchen Bureau, and for the two| gala holiday party. Following a | 
years previous to that he was ad-| luncheon, H. A. Hall, treasurer | 
vertising and _ sales - promotion | of the company distributed bonus 
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confidential market information 
and price reports, interpretation 
and forecasts of business condi 
| tone, politics and foreign affairs 








WILSON OLIVER 
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HARRY RIDDLE RETIRES FROM 
THE GEO. WORTHINGTON CO. 


After 47 years of service with | After filling various positions and 1925. 


The Geo. Worthington Co., 802- 
832 St. Clair Ave., N. W., Cleve- 





HARRY H. RIDDLE 


land, Ohio, Harry H. Riddle is 
retiring and going on the com- 
pany’s inactive list. Born in Ra- 
venna, Ohio, Feb. 8, 1873, Mr. 
Riddle went to work for the 
Worthington company in 1893. 


WYLIE ASST. SALES MGR. 
FOR DUDLEY LOCK CORP. 


William S. Wylie has been 
named as assistant sales manager 


of the Dudley Lock Corp., 325 N. | 


Wells St., Chicago, Ill. Formerly 
sales manager of the Reading 
Hardware Co., Reading, Pa., Mr. 
Wylie has had wide experience 
in the hardware field. 


NEW BRANCH HEADS FOR 
HERCULES POWDER CO. 


R. W. McKee has been named 
manager of the Birmingham, Alla., 
office of Hercules Powder Co., 
Wilmington, Del. 

Mr. McKee has been identified 
with the Hercules organization 
since 1922 as salesman and tech- 
nical representative. He was 
named assistant manager of the 
Birmingham office on December 
1, 1938, and aoting manager on 
August 1, 1939. 


F. George Trescher has been 
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becoming thoroughly familiar 
with the hardware business, he 
| was given a territory in western 
| Pennsylvania, making his home 
|in Kittanning. After traveling 
13 years he was called into the 
| house and made manager of the 
| industrial, or mill supply depart- 
| ment as it was then called. In 
| 1918 he was elected to the board 
| of directors. 
Mr. Riddle is perhaps one of 
the best known and liked men in 
| the industry and is a genial host. 
“Colonel Riddle Night” at the 
| Manikiki Country Club in Cleve- 
|land is one of the events of the 
| year at which Mr. Riddle presides at 
a mock broadcast in the manner 
|of Major Bowes. He now plans 
|to reside at his home in East 
| Cleveland during the summer and 
| will spend his winters at his 
| home, “Hardly Able,” at West 
| Palm Beach, Fla. 
At a farewell dinner at the 
Cleveland Athletic Club, at which 


some 60 of his associates of The | 


Geo. Worthington Co. attended, 
he was presented with a hand- 
|some chair for his home desk. 


named manager of the San Fran- 
cisco office of the company. 

Mr. Trescher has been actively 
identified with the explosives in- 


dustry for many years and has 
| been a member of the Hercules 
| West Coast organization since 
Mr. Trescher was named 
assistant manager of San Fran- 
cisco office on March 1, 1939, 
| and acting manager in August. 





| CARNEGIE-ILLINOIS NAMES 
CENTRAL SALES HEAD 


Herbert J. Watt has been ap- 
pointed manager of sales for the 
central area of the Carnegie- 
| Illinois Steel Corp., Pittsburgh, 
Pa. Mr. Watt will coordinate 
sales activities of the companies 
offices at Pittsburgh, Cleveland, 
Cincinnati, and Detroit. 


negie Bldg. in Pittsburgh. 
Mr. Watt entered the steel in- 


of the Carnegie Steel Co. in 1912 
and in 1917 was transferred to 
the Washington office of the 
United States Steel Corp. Sub- 
| sidiaries. He was formerly assis- 
|tant general sales manager for 





the Jones & Laughlin Steel Corp. | 


REVERE COPPER’S NEW 
BOARD CHAIRMAN 


Francis H. Brownell, chairman 
of Revere Copper & Brass, Inc.. 
New York City, has been elected 
chairman of the board to succeed 
the late Barton Haselton. C. 
Donald Dallas, president, 
been elected chairman of 


has 
the 





executive committee. 


National Carbon Co. Announces Changes 


In Sales 


A reorganization involving per- 
sonnel changes in the sales, ad- 
vertising and promotion activities 
of National Carbon Company, 
Inc., has been announced, effec- 
tive immediately. 

R. P. Bergan, former assistant 
to J. M. Spangler, general sales 
manager, and H. M. Warren, 
former advertising manager, are 
the new assistant sales managers. 
J. M. Meldram, member of the 
advertising staff for the last two 
years, has been made manager of 
the recently organized advertising 
and sales promotion division. A. 
H. Housman and H. A. MacMul- 


‘lan, for several years associated 
in the company’s advertising and | 


and Promotion Depts. 


sales promotion, are now assis- 
tant managers of that division. 
Both Mr. Bergan and Mr. War- 
ren have been with National Car- 
bon Co. for 15 years, Mr. Warren 
transferring from sales to adver- 
tising and becoming advertising 
manager in 1932. Mr. Bergan 
has remained in the sales depart- 
ment, serving as manager of the 
Pittsburgh sales district, and, in 
1937, as assistant manager of 
chain store sales. He was made 
assistant to Mr. Spangler in 1938. 
Mr. Meldram joined Canadian 
National Carbon Co, Ltd., at 
Vancouver and before coming to 
New York was advertising man- 





ager of the Canadian company. 


His | 
headquarters will be at the Car- | 


dustry in the Philadelphia office | 








AMER. NICKELOID APPOINTS 
MEXICAN REPRESENTATIVE 


| American Nickeloid Co., Peru. 
Ill., manufacturer of pre-finished 
has announced the ap 


of Gustavo Sommer. 


| 

| inetals, 
| pointment 
| 
| 





GUSTAVO SOMMER 


Ae 
representative in 
American bonded 


Mexico City, D. F., as it- 
the 
pre-finished 


sale of 


| metals in the Republic of Mexico. 


Mr. Sommer stocks the metals. 
sells from a retail store in Mexico 
City and ships to various parts of 
the Republic from a Mexico City 
warehouse. He covers the re 
public with six salesmen, also 
jssuing an annual catalog of th 
metals which he handles. 





| STEWART-WARNER ELECTS 


SECRETARY AND TREAS. 


E. H. Farrell, controller, and 
Lynn A. Williams, Jr., assistant 
secretary, have been elected trea 
surer and secretary, respectively. 
of the Stewart-Warner Corp.. 
Chicago, Ill. They succeed T. T. 
Sullivan, secretary and treasurer. 
and vice-president of the corpor 
ation. 

Mr. Sullivan, because of ill 
health, has resigned his position 
as secretary and treasurer, but 
will continue as a vice-president 
and director. He has been in the 
service of the Stewart-Warner 
Corp. for the past 28 years. He 
was a confidential employee of 
the late J. K. Stewart, one of the 
founders of the present corpor 
ation. 








65 











The Orange Blossom Special, 


a deluxe Diesel-powered train 


which will carry hardware men to the convention, April 8-11. 


HARDWARE AGE SPONSORS SPECIAL 
CARS TO PALM BEACH CONVENTION 


Will carry hardwaremen from Chicago, Cleve- 
land, Cincinnati, Detroit, Boston, New York, and 
other points to the 50th anniversary convention 
of the Southern Hardware Jobbers Association. 


Harpware AGE is sponsoring 
cars on two Florida trains in 
order to enable hardwaremen and 
their wives to travel in the con- 
vivial atmosphere of a “special” 
train to West Palm Beach, Fila., 
the scene of the golden anniver- 
sary convention of the Southern 
Hardware Jobbers’ Association 
and the 80th semi-annual conven- 
tion of the American Hardware 
Manufacturers’ Association, April 
8 te 11. Headquarters are the 
Palm Beach Biltmore and the 
Whitehall Hotels. 

Travel will be aboard the 
Orange Blossom Special and the 
Florida Sunbeam trains of the 
Seaboard Railway. The Orange 
Blossom Special, from eastern 
seaboard points a blue ribbon 
train, is an all Pullman train op- 
erated by a Diesel engine. The 
train is so equipped as to prevent 
jarring and jolting, making travel 
smooth and practically noiseless. 
Included are an observation 
lounge car with a portable bar, 
a club-library car and Pullman 
cars with drawing rooms, com- 





partments, single and double 
bedrooms, single occupancy sec- 
tions and lower and upper berths. 
The Florida Sunbeam, from mid- 
dlewestern cities, carries both re- 
clining- seat, air - conditioned 
coaches and sleepers from De- 
troit, Cleveland, Chicago, Cin- 
cinnati. 

Time of arrivals are planned 
for both the Saturday and Sun- 
day preceding the convention. 
Both trains leave daily from the 
cities previously mentioned. A 
complete time-table schedule and 
a detailed schedule of rates from 
those points will be published in 
the next issue of HaArpware AcE. 

Reservations for accommoda- 
tions in the special HARDWARE 
Ace cars aboard these two trains 
can be made through the Harp- 
ware Ace, 239 W. 39th St., New 
York City; 1012 Otis Bldg., Chi- 
cago, Ill.; 1836 Euclid Ave., 
Cleveland, Ohio, as well as 
through representatives of the 
Seaboard Railway or your local 
ticket agent. 


The Whitehall Hotel. 





NEW OFFICERS ELECTED 
FOR M.E.W.A. 


At the annual convention of 
the Motor and Equipment Whole- 
salers Association, held at the 
Stevens Hotel in Chicago, Decem- 
ber 8th and 9th, Frank G. Stew- 
art, Standard Automotive Supply 
Co., Washington, D. C., was elect- 
ed president of the M.E.W.A. for 
1940. Mr. Stewart succeeded 
Ralph P. Greene, Littlefield- 
Greene Corp. 

The other officers for the com- 
ing year are—Henry J. Dink- 
meyer, Chicago Auto Parts, Inc., 
Chicago, Ill, vice - president; 
Harry D. Howard, Williams 
Hdwe. Co., Minneapolis, Minn., 
treasurer; and Thomas C. Ton- 
kin, Casper Supply Co., Casper, 
Wyo., secretary. 

Six new directors were elected 
by the membership to fill the 
places of the directors who re- 
tired from the board of directors 
this year. They are as follows: 

Christian Olesen, Jr., The 
Farrar-Brown Co., Inc., Portland, 
Me.; Robert J. Loock, R. J. 
Loock & Company, Baltimore, 
Md.; Edward T. Ball, Jos. 
Strauss Company, Inc., Buffalo, 
N. Y.; Thomas I. Jenks, Cum- 
ings Brothers, Flint, Mich.; Mar- 
shall L. Yantis, Ozburn, Crow & 
Yantis Co., Fort Smith, Ark., and 
C. Weir Hammond, Motor Hard- 
ware & Equipment Company, San 
Diego, Cal. 


SIMPLIFIED PRACTICE 
HICKORY HANDLES 


Printed copies of Simplified 
Practice Recommendation R77- 
39, Hickory Handles, which is 
the first revision of the recom- 
mendation, are now available. 
The present revision effects a 
further simplification of grades 
by providing one set of grades 
for both long and short handles. 
This has resulted in a reduction 
in number of grades from 11 to 
8. There are four primary classes, 
each of which is subdivided into 





two grades, one for white and the 
other for red or red and white 
handles. White handles in the 
two lowest quality classes permit 
some red wood on the ends. 
Definitions for defects and blem- 
ishes and weight ranges in pounds 
per cubic foot for each grade 
classification have also been in- 
cluded. 

Copies of this recommendation, 
which is effective from October 
15, 1939, may be obtained from 
the Superintendent of Documents, 
Government Printing Office, 
Washington, D. C., for 5 cents 
each. 


E. K. POOR, JR., HEADS 
VICTOR ELECTRIC SALES 


C. L. Harrison, president of 
Victor Electric Products Inc., 
Cincinnati, Ohio, has announced 
that Edward K. Poor, Jr., has 
assumed the duties of general 





EDWARD K. POOR, JR. 


sales manager for the Victor 
company. Mr. Poor will be in 
complete charge of merchandis- 
ing and sales for Victor circu- 
lating fans, “In-Bilt” ventilators, 
exhaust fans and heat boosters, 
and the new Victor ironing 
machine. 
















Palm Beach Biltmore on the shore of Lake Worth. 
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BONES HEADS WESTERN SALES 


FOR ALTORFER BROS. CO. 


Altorfer Bros. Co., Peoria, IIl., 
manufacturer of ABC Washers 
and Ironers, has announced the 
appointment of Walter Bones as 
division manager, with headquar- 
ters in Minneapolis and serving 
Minnesota, Wisconsin, Iowa, North 
Dakota, South Dakota, Nebraska, 
and part of Montana and Wy- 
oming. 

Mr. Bones was previously for 
many years Minneapolis branch 
manager for the Maytag Company 
of Newton, Iowa, and was at one 
time in charge of the Maytag ex- 
perimental department. 

Mr. Bones has announced that 
several regicnal managers, some 
of whom have been associated | 
with him for many years, have 











WALTER BONES 


joined him in his new connection | in serving washer-ironer dealers 
and will be actively aiding him | in the trade northwest area. 











WPA WILL SURVEY INTER- 
STATE TRADE BARRIERS 
IN 9 STATES 
(Washington Bureau 
of HARDWARE AGE) 

As the first recommendation 
of the interdepartmental commit- 
tee established by Secretary of 
Commerce Hopkins to seek ways 
of eliminating trade barriers be- 
tween states, the WPA’s Market- 
ing Laws Survey is making an 
analysis of statutes as well as 
administrative orders which are 
responsible for impeding the 
free flow of commerce. 

Under the direction of A. H. 
Martin, Jr., head of the white 
collar project which a few years 
ago attempted but later aban- 
doned a survey of the effect of 
resale price maintenance laws, 
the’ new study will cover inter- 
state barriers between nine east- 
ern and southern states. It is 
expected to be completed before 
the convening of state legisla- 
tures in these states in January, 
1940. 

States to be covered are Massa- 
chusetts, New York, New Jersey, 
Rhode Island, South Carolina, 
Virginia, Mississippi, Kentucky 
and Louisiana. 

“There is the widest possible 
diversity in the laws governing 
trade between the states, regard- 
less of the fact that the Consti- 
tution expressly forbids the erec- 
tion of customs barriers,” Mr. 
Martin said. “A truck operator, 
for example, may have to pay 
several hundred dollars in fees 
and special licenses for a single 
hauling job which crosses several 
state lines. . 

“It is the purpose of the Mar- 
keting Laws Survey to bring to- 


gether for the first time a com- 
plete digest of these statutes, not 
only for the benefit of business- 
men engaged in interstate com- 
merce, but also for the guidance 
of the state and federal govern- 
ments in devising corrective mea- 
sures.” 


DENSMORE LEAVES 
NORGE CORP. 


R. E. Densmore, who has been 
identified with the refrigeration 
industry for 25 years, has re- 
signed his position with the 
Norge Corp., Detroit, Mich. He 
first became associated with the 
industry in 1914 and left the 
Kelvinator Corp. in 1929 to join 
the Norge Co. Plans for the fu- 
ture have not been announced, 
Mr. Densmore meanwhile taking 
a vacation at South Jacksonville, 


Fla. 


SAVOGRAN APPOINTS WEST 
COAST REPRESENTATIVE 


The Savogran Company, Bos- 
ton, Mass., has appointed Ed. C. 
Shea, 1924 Franklin Street, Oak- 
land, Cal., as its representative 
for the Pacific Coast and Hawaii. 

Mr. Shea and his organization 
are representing the complete line 
of Savogran paint and hardware 
specialties, heavy duty cleaner, 
crack filler, wood putty, remover 
& bleacher (for floors), paint 
brush cleaner, wallpaper remover, 
and Strypeeze, semi- paste re- 
mover. A complete stock of these 
products is carried at Mr. Shea’s 
warehouse located at 1946 Frank- 
lin Street, Oakland, Cal., and im- 
mediate shipment can be made 





from that point. 
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Before the largest distributor 
convention in the history of the 
Norge Division, Borg - Warner 
Corp., Detroit, Mich., held in that 
city Dec. 4-8, President Howard 
E. Blood, forecast a large demand 
for home appliances in 1940. “It 
is quite clear to us,” Mr. Blood 
told the convention, “that there 
is general confidence in large de- 
mand for household appliances 
in 1940, and that there will be a 
vigorous effort throughout the in- 
dustry to meet that demand 
with exceptional values. 

“The domestic appliance indus- 
try is alive to the need for con- 
tinual progress each year in better 
engineering and more efficient 
manufacturing,” he said. “In re- 
frigerators, particularly, advances 
have been made in increasing 
the actual usable food-storage 
capacity. National surveys made 
to determine what it is that 
housewives need most, and want 
most, have clearly demonstrated 
the importance of greater food 
storage capacities.” 

Innovation in this year’s con- 
vention was the institution of a 
four-day merchandise clinic, fol- 





HOWARD E. BLOOD 


lowing the one-day general con- 
vention, which M. G. O’Harra, 
vice-president in charge of sales, 
termed “an advanced collegiate 
course in the profitable operating 
of wholesale territories and sales 
management, followed by a post- 
graduate course in appliance 
merchandising, sales promotion, 
and advertising.” 

Mr. O’Harra told the assem- 
bled distributors that 1940 will 
be a year of substantial volume 
and profit opportunity for the 
electric refrigeration industry. It 
will be a year of good business 
for those who are prepared with 
products and plans to meet keen 
competition. With the replace- 








1940 


HOWARD E. BLOOD PREDICTS LARGE DEMAND | 
FOR MAJOR HOME APPLIANCES IN 1940 | 





ment market growing rapidly, 
consumers who are replacing old 
electric refrigerators with new 
models will be discriminating 
buyers. They are “educated 
consumers” who know what they 
want. “To the dealer,” Mr. 
O’Harra said, “these demands of 
educated consumers indicate 
strongly even greater need for 
complete and thorough under- 
standing of consumer interests 
and desires.” 

J. A. Sterling, general mer- 
chandise manager for Norge, out- 
lining the promotional and adver- 
tising plans for 1940, said, “We 
are very optimistic here at the 
Norge factory. Our 1940 line has 
been designed and engineered to 
give women what they want most 
in their new refrigerators—maxi- 
mum, convenient storage space. 
In our merchandising we have a 
program we feel is sound and one 
we are certain will be produc- 
tive.” 


POT AND KETTLE NEWS 


A most successful Christmas 
party was held by the Los An- 
geles Pot and Kettle Club at the 
Clark Hotel on December 19. 
Some 72 grownups acted as host 
to 40 children at a turkey dinner. 
W. S. McCune of the Wagner 
Co. was chairman; assisting him 
was Geo. Slater and Wm. Smith. 
Lester Neblett had charge of the 
entertainment and secured the 
Meglim Kiddies, a troup of 24 
dancing, singing and acrobatic 
stars. 

Possibly the most outstanding 
feature of the entire party was 
the idea originated by George 
Slater. Each child received a 
letter from Santa Claus asking 
what they would like him to 
bring them at this party. With- 
out exception, each child received 
the precise desired present from 
Santa Claus, who in private life 
is known as Harry Davis. 





PLAN AMERICAN EXHIBIT 
AT NETHERLANDS FAIR 


Arrangements are now being 
made for a collective American 
exhibit for the Spring Fair, 
March 5 to 14, 1940, in the Neth- 
erlands to be supervised jointly 
by The Netherlands Chamber of 
Commerce in New York, Inc., 10 
Rockefeller Plaza, New York 
City, and The Netherlands- 
American Chamber of Commerce 
at Amsterdam. Such a collec- 
tive exhibit, it is said, will have 
the advantage of lower space 
rental and lower operating costs 
under a central management. 
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did GIBSON’S 1939 sales increase exceed 
the rest of the industry’s increase by 92%? 


GIBSON gives the retailer HIGH Quality 


at LOW Price- A SUBSTANTIAL | 


PROFIT — SELLING Features — and | the president, Radio Station 


LOCALIZED National Advertising. 


Use the Gibson SELLING-UP Plan tor greater refrigerator 
profit in 1940! In 1939, nearly 9 out of 10 of the prospects 

H pulled in by the low-priced advertised special BOUGHT 
higher-priced Gibsons! Gibson's strategy is to learn what the 
public wants and sell it strong, not decide what the company 
shall sell and expect dealers to push it. The superlative low- 
ball line pulls them in and once in, the Freez'r Shelf line at 
higher prices wins them. [t's the line with KITCHEN FEA- 
TURES that MEAN SOMETHING TO WOMEN! And the 
1940 3-ZONE Freez’r Shelf line tops them all. Look before 
you decide—that’s what the women are doing; they're looking 
Gibson's way, and you'd better, too! 

GIBSON ELECTRIC REFRIGERATOR CORPORATION, Greenville, Michigan 


Export Office : 201 N. Wells St., Chicago, U.S. A. 
Cable Address: Gibselco, Bentley Code 


GIBSON 


GET IN ON THE FOURTH YEAR OF GIBSON’S 
AHEAD-OF-THE-INDUSTRY INCREASE! 


Find Out About the Low-Priced 
Advertised Special! 








New officers of the Electrical Appliance Dealers Association of 


| Brooklyn: Left to right, front row—Percy Peters, Ist vice-presi- 
| dent; Sol S. Scholder, president, and S. F. Woznicki, 2nd vice- 


| have agreed on a standardization 





| tion by local housing authorities 
| planning USHA-aided projects. 


president. Second row—Sam 


Klein, sergeant-at-arms; T. W. 
| Bolger, executive secretary and A. H. Grafenstadt, treasurer. 


| BROOKLYN APPLIANCE DEALERS 


ELECT OFFICERS FOR 1940 


More than 150 electrical appli- 


| ance dealers and guests attended 


the Dec. 27 meeting of the Elec- 
trical Appliance Dealers Associa- 
tion of Brooklyn, Inc., held at 
the Columbus Club, Brooklyn, 
N. Y., at which time officers for 


| 1940 were chosen. A. H. Grafen- 
| stadt, a hardware dealer, was re- 


elected treasurer of the associa- 


| tion. Other officers are: Sol S. 
| Scholder, president; Percy Peters, 


and Stanley F. Woznicki, vice- 


| presidents and Sam Klein, ser- 


geant-at-arms. T. W. Bolger, 
executive secretary of the asso- 
ciation, continues in that office, 
with headquarters at 1271 Bedford 
Ave., Brooklyn. 

Sydney J. Pflamm, assistant to 


WMCA, thanked the dealers for 
their cooperation with that sta- 
tion in the presentation of the 
radio program broadcast every 
Saturday evening in behalf of the 
League of Metropolitan Appli- 
ance Dealers, of which the Brook- 
lyn association is a part and re- 
quested that dealers make known 
any suggestions they may have 
for improving the program. 

E. F. Jeffe, vice-president, Con- 
solidated Edison Co., Inc., New 
York City, pointed out that his 
company cooperates with mem- 
bers of the League of Metropoli- 
tan Appliance Dealers, because 
it is good business to cooperate. 
He announced that during the 
recent campaign on radio-phono- 





graph combinations more than 
100,000 units had been sold. 








STEEL WINDOW CASINGS STANDARDS 


ADOPTED BY HOUSING AUTHORITY 


(Washington Bureau 

of HARDWARE AGB) 
Manufacturers of steel case- 
ment windows and officials of the 
United States Housing Authority 


move through which the USHA 
hopes to save $80,000 in buying 
and installing 135,000 steel win- 
dow casings under its 1940 low- 
cost housing program. The 
change, involving the adoption of 
five standard sizes instead of the 
existing 50 different sizes will 
mean lower installation costs as 
well as reduced material cost, the 
USHA said. 

Expected to be used in at least 
90 per cent of the 1940 USHA 
construction, the new standards 
will be recommended for adop- 





The standardization applies par- 
ticularly to the ventilator, or 
movable section of the windows, 
and all casements will be drilled 
for the installatidn’ of standard 
attachments. 

The move is one of the first 
steps taken by manufacturers 
and USHA technicians to stand- 
ardize various structural and 
equipment features for USHA 
low-cost housing projects in the 
interest of paring construction 
costs. 


KEYSTONE STEEL & WIRE 
IN NEW OFFICE BLDG. 
The Keystone Steel & Wire 
Co., South Bartonville, Peoria, 
Ill., is occupying a new office 
building. 
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CONSOLIDATION OF CHICAGO SHOWS 


PROPOSED THROUGH MERGER 


OF TWO ASSOCIATIONS 


National House Furnishing Manufacturers’ Asso- 
ciation issues statement outlining plan under 


which merger with House Furnishing Manufac- 
turers’ Association of America may be effected 
including resumption of former consolidated Chi- 


cago show. 






















W. H. Doherty, Queen Mfg. 
Co., Chicago, Ill, president of 
the National House Furnishing 
Manufacturers’ Association, has 
issued, for publication, a state- 
ment covering action taken by 
that body’s board of directors 
with reference to a consolidation 
of the Chicago Hotel Housefur- 
nishings Shows. The text of this 
statement follows: 

“The National House Furnish- 
ings Manufacturers Association 
is following its established rec- 
ord; first,—the plan of conduct- 
ing a National House Furnishing 
Exhibit, consolidated as a_ sin- 
gle unit; second—after exerting 
every effort to secure re-establish- 
ment of that plan during nearly 
two years, this association will 
again conduct its National House 
Furnishing Exhibit, including 
the Major Appliance Section, at 
the Stevens Hotel, Chicago, Jan- 
uary 7 to 12, 1940. 

“After numerous 
to secure a consolidation of the 
Chicago Shows, this association 
has made the following proposal, 
believing that it eliminates every 
real or fancied reason for a di- 
vided exhibit: 

“Resolved, that, the standing 
committee on the consolidation 
of the National House Furnish- 
ing Manufacturers Association is 
hereby given authority to submit 
the following conditions as a 
basis for consolidation of the two 
associations: 


conferences 


“1. The name of the associ- 
ation to be the National House- 
wares Manufacturers Association, 
under the charter of the National 
House Furnishing Manufacturers 
Association ; 

“2. By-laws to be used by the 
consolidated association are to 
be those of the present House 
Furnishing Manufacturers Asso- 
ciation of America; 

“3. Directors. Four directors 
are to be selected by each associ- 
ation, and a ninth director to be 
selected by these eight; 

“4. Priority. New priority to 
be set up for the consolidated 
association based on a one-to-one 
ratio of the priorities of the two 
present associations; 

“5. Effective on completion of 
the new consolidation, all of- 
ficers, directors and employees 
of both present associations are 
to resign. New officers and new 


1940 





employees to be selected by new 
directors of the consolidated as- 
sociation ; 

“6. Place of exhibit to be de- 
cided upon by a poll of those 
who exhibited in both 1939 ex- 
hibits. Vote is limited to con- 
tracting exhibitors occupying at 
least one room or one full booth. 
No exhibitor to have more than 
one vote. 

“This proposal has been offi- 
cially adopted by our Board of 
Directors, and incorporated as a 
resolution in the minutes of our 
meeting held on December 8, 
1939. 

“A copy of this resolution was 
sent to Messrs. Stan L. Hanssen 
and A. W. Buddenberg, standing 
committee of the House Furnish- 
ing Manufacturers Association of 
America. Mr. Hanssen, president 
of this association, has acknowl- 
edged receipt of this resolution, 
and has advised us a copy of it 
has been submitted to each mem- 
ber of their Board of Directors. 
The National Association is 
ready to proceed with the con- 
solidation immediately.” 


LOS ANGELES TO HAVE 
4-DAY GIFT SHOW 


Featuring ceramic and _ glass- 
ware art gifts, novelties and 
housewares for hardware stores 
from “The Golden Gift Market” 
the eleventh semi-annual Cal- 
ifornia Gift and Art Show will 
display advance Spring  mer- 
chandise in the four-day show to 
be held in the Los Angeles 
Biltmore Hotel, January 28 to 
31, according to an announce- 
ment by show manager James F. 
Bone, domestic trade commis- 






















sioner of the Los Angeles Cham- | 


ber of Commerce, 
the event. 


With the closing of gift mar- | 
leading | 
have | 


kets in Europe many 
gift and pottery buyers 
canceled their customary trips 
abroad and are turning to Los 
Angeles as the new resourc: for 
profitable, timely merchandise 
in glassware, pottery, 
china, housewares, metalware, 
chromium, woodenware, 
favors and bar goods. Most of 
this merchandise is mad? in 
California and is supported by 
outstanding lines from the East- 
ern markets. 


| 
sponsors of 


artware, | 


gifts, | 






































































































LET CHENEY NAILERS MAKE 1940 
YOUR BEST YEAR IN HAMMERS 


You can make 1940 a banner year in hammer 
sales with Cheney Noilers—-the hammer that 
holds the nail. Cheney Nailers appeal to car- 
penters and all your other customers. Get the 
Cheney Sales Moker—the friendly disploy- 4 
demonstrator that puts a Cheney Nailer right 
in your customers hands and lets him try it in 
actual work. Once they try a Cheney Nailer— | 
they buy. Send your order today for the Cheney 
Sales Maker Carton. In it are: 


10— 16 ounce Cheney Nailers No. 938 
- 2—20 ounce Cheney Nailers No. 937 
1—Cheney Sales Maker Display 


For more hommer sales in 1940 stock Cheney Nailers. 


HENRY CHENEY HAMMER CORP. 


Factory: Little Falls, N. Y¥. 
Sales Office: 302 Broadway, New York 


SELL MORE 
HAMMERS /N 1940 
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TUCKER’S 


fast-moving 


| Lines 


q@ TOP SELLER! 


TUCKER'S 


| BACKREST 


This new folding cushion seat sells fast to all sports- 
men. Try one the next time you go to a gall game 
or boating and you'll see why it’s a leader. Light, 
sturdy, folds flat. Order now for early sales. 


POPULARITY PLUS 
Smart——Colorful 


Give your customer a better 
value in a comfortable all- 
purpose folding chair. Fea- 
ture it the year ’round. For 
home, cabin, lodge, or sun 
porch. Extra strong; extra 
heavy duck; extra comfort; 
extra profits. Seven color 
combinations including white. 


















CAMP STOOL 


A good leader in any store. Hardwood 
frame, colorful canvas seat. A fast 
seller. 


OTHER TUCKER LEADERS 


Fish-N-Float—Cot Pads—Lawn Chairs— 
All Purpose Folding Chair— Camp Table 
— Juvenile Furniture — Bridge Tables. 
Write for new catalog and prices. 





TUCKER 
coTS 


12 price ranges 
including 
cots for chil- 
dren. Quick 
sellers. Good 
profit makers 


2 
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QT DUCK AND RUBBER COMPARY © 


pert. H-1 FORT SMITH, ARKANSAS 




















OBITUARIES 





EDWARD EVERETT BOYNTON 


Edward Everett Boynton, wide- 
ly-known sales representative of 
the R. E. Dietz Co., New York 
City, passed away Dec. 27 at his 





EDWARD EVERETT BOYNTON 


home in Bellport, N. Y., after a 
brief illness. He was 82 years 
old. 

Born at Athens, Vt., Nov. 21, 
1857, Mr. Boynton had spent the 
greater part of his lifetime as a 
salesman in the hardware field. 
He was a member of the Harp- 
ware Ace Fifty-Year Club. Mr. 
Boynton leaves behind him nu- 
merous friends in the hardware 
industry who will remember him 
for his energy, integrity and 
good will. A dignified and con- 
tenial gentleman, he was a fine 
host and a wonderful companion. 

Mr. Boynton began his busi- 
ness career at the age of 16 clerk- 
ing in W. E. Ball’s retail hard- 
ware store at Ludlow, Vt. Six 
years later he joined the whole- 
sale hardware firm of Ripley & 
Holton, Burlington, Vt., as a 
salesman traveling the Vermont 
and northern New York territory. 
Moving to Rochester, N. Y. in 
1882, he became associated with 
the wholesale hardware concern 


| of Weaver & Goss, becoming 


sales manager and a director in 
a short time. 

Mr. Boynton became interested 
in the lantern business in 1888 
when he was appointed sales 
representative of the C. T. Ham 
Mfg. Co., lantern manufacturer. 
He eventually became associated 
with Warren McArthur of Chi- 
cago, who represented a number 
of lantern factories in the 


United States. Mr. Boynton’s 
duties in that connection took 
him to all parts of the country 
and he was known during the 
greater part of the last half- 
century as “America’s premier 
lantern salesman.” 

In 1914 he became associated 
with the R. E. Dietz Co. and 
since that time he has sold Dietz 
lanterns in a territory ranging 
from New York to St. Louis, 
covering many cities in which his 
genial character won him many 
friends. 

Mr. Boynton was a member 
of the Rochester Club, the Elks, 
an active 32nd degree Mason, a 
Knight Templar, Shrine, and a 
Jester. He is survived by his 
daughter Mme. Buelah Boynton 
Kalbfleisch, a granddaughter, 
Mme. Jean Blin and two great- 
grandchildren, Roger and Ed- 
ward Blin, all of Paris, France. 


EDWIN W. ALLEN 


Edwin W. Allen, 61, vice-presi- 
dent of the General Electric Co. 
since 1926 passed away Jan. 1. 
He entered the employ of the 
company in 1901 as a student en- 
gineer. He was located in 
Schenectady until 1911 when he 
was appointed engineer of the 
central distirct with headquarters 
in Chicago. In 1924 he was 
named manager of the engineer- 
ing department and transferred 
back to Schenectady. 


HARRY C. LOUDERBOUGH 


Harry C. Louderbough, presi- 
dent of the C. A. Woolsey Paint 
and Color Co., Jersey City, N. J., 
passed away recently. He was 65 
years old. 

Born in Jersey City, Mr. Lou- 
derbough, as a young man, en- 
tered the firm of Harry Louder- 
bough, Inc., paint manufacturer, 
founded by his father. The com- 
pany later became the New 
Jersey Paint Co. and subsequent- 
ly was consolidated with the 
Woolsey Paint and Color Co. He 
was also a director of the First 
National Bank of Louderbough 


EARL ROE 
Earl Roe, associated with the 
J. M. Warren Co., Troy, N. Y., 
passed away last month at his 
home in Troy. 
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ALBERT WESTPHAL 

Albert Westphal, associated 
with the Corbin Cabinet Lock 
Co. and Corbin Screw Corp., 


New Britain, Conn., in their 
New York office for the past 34 





ALBERT WESTPHAL 


years, passed away suddenly 
Dec. 28. Mr. Westphal suffered 
a heart attack on his way home 
from the office and death fol- 
lowed instantly. He was 58 years 
old. 

Mr. Westphal became asso- 
ciated with the Corbin organiza- 
tion as a young man, his first 
duties being in the office. He 
later traveled the New York 
metropolitan territory and was 
active in the capacity for 20 
years. Last year he returned to 
his desk and continued his sales 
work from the office. 

Mr. Westphal’s helpfulness 
and friendliness won him a host 
of friends in the New York Ter- 
ritory. He was treasurer of the 
Hardware Boosters and the Hard- 
ware Square Club. 


IRVING VAN VORIS 


Irving Van Voris, prominent 
hardware dealer and one of the 
founders of the New York State 
Retail Hardware Association, 
passed away Dec. 26. He had 
been confined to his home with 
a heart ailment and was 80 years 
old. 

Born in Breakabeen, N. Y., 
Mr. Van Voris, in his early twen- 
ties after a brief apprenticeship 
in a general store at West Fulton, 
N. Y., went to Cobleskill to work 
in the hardware store of Charles 
H. Shaver. A few years later he 
became associated with his 
father-in-law in the Empire Ag- 
ricultural Works, manufacturers 
of farm machinery. He was a 





traveling representative, covering | 


the eastern states. In 1892 he 
purchased the hardware business 
of his former employer and since 
has conducted one of the most 
progressive hardware stores in 
upstate New York. 

About 15 years ago the store 
was modernized and enlarged and 
the firm name changed to I. Van 
Voris and Sons, when he took 
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Arthur H. and John M. who had 
been associated with him in the 
business. 

| In 1902 Mr. Van Voris was 
| one of the founders of the New 
| York State Retail Hardware As- 
| sociation and became its president 
|a few years later. He remained 
| active in the association for many 
| years, never missing the annual 
| convention. 


| 
| 
| 


|into partnership his two sons, | 


| 





Mr. Van Voris was also deeply | 


| interested in local civic and 
Mayor of Cobleskill, president of 
| its Board of Education, president 
|of the Chamber of Commerce, 
|and also president of the board 


church affairs. He has been | 


\of trustees of the Methodist | 


Church. 
Surviving are his widow, his 


dren, all of Cobleskill. 
WILLIAM U. FOLLANSBEE 
William U. Follansbee, 79, 


burgh, Pa., and a pioneer in 
Pittsburgh industries passed 
away recently. 

Mr. Follansbee started work as 


Foundry, later entering the em- 
ploy of the Park-Scott Co. In 
1894 that company was taken 
'over by Mr. Follansbee and his 
three brothers and became Fol- 


| lanshee Brothers Co. 
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|GENERAL ELECTRIC OFFERS 
|MOTION PICTURE CATALOG 


two sons, and three grandchil- | 


former chairman of the board, | 
Follansbee Brothers Co., Pitts- 


an office boy for the Rosedale | 


A new catalog of motion pic- 


| tures is now offered by General 
Electric Co., Schenectady, N. Y. 


of organized groups such as 
educational institutions, church- 
es, and social, civic, and busi- 
ness clubs. With the exception 
of a small shipping charge, there 
is no cost to the borrower of 
these films. 


under the classifications of sci- 
ence, generation and distribu- 
tion of electricity, transportation, 


and lighting, welding, and house- 
hold appliances. Listed in the 
catalog are 12 distribution points 
throughout the country. 
WEST COAST STORE 
CHANGES HANDS 


P. W. and R. S. W. Simon 
have purchased the stock and fix- 
tures of the Associated Hardware 
Co., 3862 San Pablo Ave., Oak- 
land, Calif., and will continue 
operations under the same name 
and in the same location. The 
firm will be managed by Rawl- 
ings S. W. Simon. 





The pictures, both sound and | 
silent, are designed for the use 


The new catalog lists the films 


electric equipment, industry, light | 


PROGRESS 


IS THE REY-NOTE 
THROUGHOUT THE LINE 
OF 


COLSON BICYCLES 
FOR 1940 


* 


SEE YOUR JOBBER OR 
WRITE US TODAY 





THE COLSON CORP. 


ELYRIA, OHIO 


NEW YORK: 215 Fourth Avenue 
CHICAGO: 1415 Merchandise Mart 











HOLE AFTER HOLE 


Clean, Round, Accurate! 


RUSSELL JENNINGS auger bits are 
designed to produce the smooth, accurate hol- 
age which the better craftsman must have to 
maintain his own workmanship standard .. . 


So 

They are made of special-formula, high- 
carbon steel, carefully heat treated to assure 
lasting edges. 


The screw point is exactly centered, so 
that the spurs “track,” making a single, 
clean, deep cut at each turn. 


Accuracy of diameter according to the size 
on the shank is made certain by checking 
each bit individually with a special microm- 
eter. 

As a final touch, lips and spurs are hand- 
sharpened and the bit is tested in a hickory 
plank. 


That’s the genuine Russell Jennings. When 
you sell one, you make a friend as well as a 
profit! Your jobber can supply them. 


Fussell Fonninge 


AUGER BITS 


| LEWIS ELECTED VICE-PRESIDENT 


OF NASH-KELVINATOR CORP. 








| elected a vice-president of Nash- 





THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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H. A. LEWIS 


G. V. EGAN 


Howard A. Lewis has been | Coincident with the election of 

the new vice-president, G. V. 
Kelvinator Corp., Detroit, Mich. | Egan was elected treasurer. Mr. 
Mr. Lewis has held the position | Egan has been assistant treasurer 
of treasurer of the corporation | of Nash-Kelvinator for the past 
for the last 10 years. 12 years. 


SHEFFIELD CLARK & CO. tergood, George F. Tibbles, W. E. 
REPRESENTS WRIGHT BROS.| Scherr, Howard J. Ralls, Otto 
Sheffield Clark & Co., manufac- Schlueter, J. T. Riley, O. C. Som- 
turers representative of Nashville, | ™eT G- Zimmerman, Henry West- 
Tenn., has been appointed repre- | ™an, and William E. Wiedmer. 
sentative for the Wright Bros. ——- 
Co., Lisbon, Ohio, which has re- NEW OFFICERS OF 


cently gone into the manufacture HDWE. SQUARE CLUB 
of files. Hal F. Wright, who was @ ; 
At the December meeting of 


formerly with the Wright Hoist = 

Co. and more recently assistant the Hardware Square Club held 

sales manager of the Nicholson | 4 56 Park Place, New York City, 

File Co., has a wide acquaintance the following officers were elect- 

among hardware wholesalers in ed: president, Harry W. Korn- 
rumph, Long Island Hardware 


the South. . 
Sheffield Clark & Co. will rep- |» Long Island, N. Y.; first 
resent the company’s “Sunny vice-president, Roy Fowler, Frank- 
South” files throughout the south- lin Hdwe. Co.; second vice-presi- 
ern states. Associated in this dent, Frank Jerram, Federal 
firm of manufacturers’ representa- Hardware Co.; secretary, Ralph 
tives are Sheffield Clark, Jr., A. S. Allen, Diamond Expansion 
L. McArthur, and Robert J. Bolt Co., 48 W. Broadway, New 
Hewk. York City; financial secretary, 
fee John H. Tracy, Rawlplug Co., 
and trustee, Lewis M. Edwards, 

ST. LOUIS HARDWARE American Saw Co. 
VETERANS HONORED | The installation of officers will 
take place at the Jan. 16th meet- 
ing of the Club, at the Merchants 
| Restaurant, 56 Park Place, N. Y. 





Among the 986 veteran em- 
ployees of 118 companies honored 
by the St. Louis, Mo., chamber 
of commerce for service of 40 eae 
years or more with a dinner at NEW HARDWARE STORE 
the Hotel Jefferson, were employ- | WISHES CATALOGS 
ees of the following firms: Shap- | The Valley Hardware Co., 
leigh Hardware Co.—William F.| Rocky Hill, Conn., is a new re- 
Harberg, John Heilman, T. J.| tail hardware firm carrying in 
Hennessy, Anna M. Lacy, M. J.| addition to a complete hardware 
LeJasche, Cornelius Scanian, A. | line, farm supplies, paints, glass, 
L. Shapleigh, Thomas E. Toomey. | electrical and household goods. 
Simmons Hardware Co.—A. R.| The store is managed by Albert 
Brandenburger, J. A. Carroll, V.| S. Jacobson. Mr. Jacobson would 
J. Heitmeier, A. E. Hogan, H. H.| appreciate receiving manufactur- 
Meyer, W. F. Mullen, John Scat- | ers’ catalogs. 
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The Eastern Hardware Golf 
Association will hold its sixth 
annual golf tournament, June 
6-8, 1940, at The Cavalier Hotel, 
Virginia Beach, Va. The course 


to be played on will again be | 


that of the Princess Anne Coun- 
try Club with the green’s fee at 
$1.50 a day. The schedule of 
play will include an 18-hole 
qualifying round on Thursday, 
June 6, and match play in flights 
of 16 in order of qualifying score 
for Friday and Saturday with 
matches provided all the way 
through for each contestant. As 
in previous years the number of 
players will be limited. For the 
1940 tournament the number of 
members who are manufacturers 
has been established at a maxi- 
mum of 150. 

Through a special arrangement 


between The Cavalier and the| 


Princess Anne Country Club, a 
buffet luncheon will be served 
each day at the country club and 
may be signed for at the club 
and charged against the luncheon 
that would otherwise be served 
at the hotel. The Cavalier is 
also arranging to have available 
to the members the Colonial Ball- 
room, where members can gather 
for refreshments and cards. This 


EASTERN HARDWARE GOLF ASSN'S 
TOURNAMENT, JUNE 6 TO 8 | 


room will be set aside for the 
exclusive use of the association. 

Each member is urged to ar 
range for his own reservat:on at 
Virginia Beach directly with The 
Cavalier. The rates will be $7.00 
per day double and $8.00 per day 
single, American plan. Facilities 
of the hotel that will be avail- 
able will include the Beach Club, 
ocean bathing, tennis and riding 
and the nightly dance at the 
Beach Club which is open to 
hotel guests. 

Following the practice of last 
year, various groups will be or- 
ganized to go by boat from Bos- 
ton, New York and Washington. 
The Boston group will be in 
charge of A. P. Chase, Chase 
Parker and Co., 288 Congress 
St., Boston, Mass.; the New York 


| group, Carlton B. Waller, Under- 


hill, Clinch and Co., 150 Varick 
St., New York City, and the 
Washington-Baltimore group, Leo 
C. May, May Hardware Co., 1818 
New York Ave., N. E. Washing- 
ton, D. C., who will arrange for 
transportation for members of 
those groups. H. L. Gilliam, The 
Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New York City, is 
secretary-treasurer of the associa- 
tion. 


PILES UP SALES RECORD—WINS CAR 








John Lucas & Co., Inc., Philadelphia, Pa., recently concluded its 
sales contest and the winner was Sandy Smith. He not only 
has the finest annual showing, but throughout the vear his rec- 
ord was one of consistent achievement. Winner in the first, sec- 
ond, and third quarterly contest, Mr. Smith won a total of 
$275.00 in cash plus a Plymouth car and a console radio. In 
the photograph, J.J. Pettit. Philadelphia sales manager, is mak- 
ing the presentation of the car to Sandy Smith. 
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Kach 


time you offer Samson Spot 


Sash Cord it 


is with the 
knowledge that it will give at 
least twenty-five years of sat- 
isfactory service. That is why 
architects and builders con- 
tinue to specify and use it. 
They don't like to take 
chances. Why should you? 


Or your customer? 


Samson Spot Cord has been nation- 
ally advertised for forty years. The 
advertisement below is one of a 
current series reaching architects and 
builders — your customers. 





SAMSON 
SPOT SASH CORD 


Made in only one quality—the best we can 
make after more than half a century's experi- 
ence. No sash cord can be too good. One re- 
placement job makes the cheapest cord cost 
more for a whole house than Spot Cord. It 
outwears any other material, and is 
noiseless. Substitution can be readily 
detected, because the Colored 
Spots ‘Reg. U.S. Pat. OF.) iden- 
tify it. Write for samples and 
specification data 















R. E. Dietz Co. Celebrates 
a Century of Progress 


Throughout the 100 years of its history the 
R. E. Dietz Co., lantern manufacturer, has been 
directed by three generations of the Dietz family 





“Tippecanoe and Tyler Too” was the rallying cry in the presidential 
campaign of 1840. Scenes such as this were not uncommon when Robert 
E. Dietz founded the R. E. Dietz Co. at Brooklyn, N. Y. in that year— 


a century ago. 


N 1840 Robert E. Dietz, a young 

man of 22, established a busi- 
ness at Brooklyn, New York, after 
four years of lighting research. 
Over the span of the years that 
followed, the business was to be 
witness to drastically changing 
conditions of war and peace, of 
panic and plenty, but throughout 
the course of the century was con- 
tinually to grow and _ progress. 
Today, the R. E. Dietz Co., 60 
Laight St., New York City, testifies 
to a closely integrated business 
that has created an impressive 
record in pioneering new develop- 
ments and improvements in the 
emergency and safety lighting 
fields. 

Now in the hands of the third 
generation of the founder’s fam- 
ily, the R. E. Dietz Co. was the 


first organization to manufacture 
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and sell lanterns as they are 
known today. The first Robert 


E. Dietz began with the manufac- 


ture of sperm oil and camphene 
lamps and lanterns which were 
some of the lighting facilities 
known at that time. His factory 
was the first in the United States 
to make lamp goods in quantity 
by steam power. 

Following the discovery of pe- 
troleum, the firm carried on ex- 
tensive experiments with kerosene 
oil. The first successful kerosene- 
burning lamp was patented by 
Robert E. Dietz in 1857 and with 
the introduction of the first Dietz 
tubular lantern in 1868, kerosene- 
burning lanterns appeared as a 
practical reality. Dietz lanterns 
since, have come to be accepted 
and used not only throughout the 
Western Hemisphere but also in 
many parts of Europe, Africa, and 
the Far East. 

Following the first Dietz lamp 
and oil business in Brooklyn and 
the establishment of a lamp store 
at 13 John St., New York City, the 

















The R. E. Deitz Co. was among the first to streamline its lanterns. To- 
day, its four leaders are the streamlined “Monarch,” “Blizzard,” “Little 
Wizard,” and the “D-Lite,” shown here in the order mentioned. 





HARDWARE AGE 














JAN 


ne 











—a PROFITABLE LINE 
for Dealers 
—at the 


New 
Low 














Genuine 


BROWN & SHARPE 
HAIR CLIPPERS 


—The Choice of Professional Users 
Write for catalog—Brown & Sharpe Mfg. Co., Providence, R. I. 















‘Acme, Sa 


CASTERS 


| abe pheleggmgs in all homes, more and more people are using 
“ACME” Ball Bearing Casters. This constantly increasing 
demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. Modern in design and 
attractively finished. Stock and sell “ACMES”—the Quality casters. 
Tue Scuatz MAaNuracturinc Co. 
POUGHKEEPSIE, N. Y. 
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In the upper left is an old candle lantern, representing the style 
in use for more than 200 years preceding the 19th Century. Next to it is 
a square type candle lantern of more than a century ago, and in the 
upper right is the original Dietz tubular lantern, which the company 


started to manufacture in 1868. 


It marked an entirely new principle 


in lantern design and operation. At the bottom is a “gasoline buggy” 
equipped with an early Dietz motor lamp. These items are from a col- 
lection of old and new lanterns housed in the company’s New York office. 


first of a series of important steps 
in the growth of the company 
came in 1855 when a large fac- 
tory was established at 132-4 Wil- 
liam St. for the manufacture of 
lamps, burners, gas fixtures and 
similar devices. Then five years 
later a branch was opened in Lon- 
don, England, in charge of 
Michael A. Dietz, a brother of 
the founder and in 1868 a new 
factory was established in New 
York for the manufacture of the 
Dietz tubular lantern. This was 
followed by a move to large: 
quarters where the machine pro- 
duction of lanterns continued for 
16 years. 

In 1887 the R. E. Dietz Co. in- 
corporated with paid-in capital of 
$100,000 owned entirely by Rob- 
ert E. Dietz and his sons, Fred- 
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erick and John E. Dietz. The first 
officers were Robert E. Dietz. 
president; Frederick Dietz, vice- 
president and treasurer. and John 


E. Dietz, secretary. Again the 
following year, the organization 
was moved into larger quarters, 
this time into a _ newly-erected 
seven-story factory building at 
Greenwich and Laight Sts., New 
York City. 

This factory was destroyed with 
all stock, tools, and machinery in 
897, the total loss amounting to 
more than $100,000. That year 
the Steam Gauge and Lantern Co., 
Syracuse, N. Y., was purchased 
and merged with the Dietz com- 
pany. And that year also, the 
founder passed away at the age 
of 79. 

In the following year a new 
nine-story fireproof building was 
completed and occupied the site 
of the plant at Greenwich and 
Laight Sts. which had been de- 
stroyed in the fire of the previous 
year. Since, with the constant in- 
troduction of new ideas to the 
lantern lighting industry, numer- 
ous expansions have been under- 
taken at the Dietz plant in Syra- 
cuse, N. Y., which occupies the 
site of the old Steam Gauge and 
Lantern Co. 

The Dietz company is one of 
the few American industrial enter- 
prises to maintain a full century 
of useful service under an unbro- 
ken continuity of father-to-son 
management, from Robert E. Dietz 
to Fred Dietz, president from 
1897 to 1915; then to John E. 
Dietz, president from 1915 to 
1936; and finally to the present 
head of the business, Robert E. 
Dietz, son of John E. Dietz and 
grandson of the founder, who be- 
came president, treasurer and 

(Continued on page 112) 





Here are the present Dietz lantern factories. At the left is the plant 
at Syracuse, N. Y. The company’s general offices and factory at New 
York City occupy the nine-story building shown at the right. 
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ay spcquered! 


- NEW PROFIT ITEM FOR 
HARDWARE DEALERS 
VITAPANE is the versatile Glass Substitute 


you've been looking for. Dealers have discovered 
it’s a profitable item to stock. Sells fast— good re- 
peater. Transparent, to let in lots of light—no wax 
or grease—good insulation. 


WEATHERPROOF -— SHATTERPROOF 


ADMITS 
OVER 60% 
ULTRA VIOLET 

RAYS 


DAYLIGHT-CLEAR TRANSPARENT 
DURABLE GLASS SUBSTITUTE 


LIVE CAN BE USED WHEREVER 
JOBBERS!| GLASS IS USED Pec iirs dius: 


Hot and Cold Bed Frames, Storm Windows, Sun 
Territory stiil Porches, Doors, Skylights, and for handy re- 
open. Write placement everywhere. Comes in 50-ft. rolls, 36 
today. Giant inches wide. Fully guaranteed 


Dealers! Write Today Gor 





sample and all 
facts by return 
mail 











Free Sample and Prices 


ARVEY CORPORATION 
Exclusive Manufacturers of VITAPANE 


3468 N. KIMBALL AVE. CHICAGO, ILL. 

















More Sales 
More Profits in 1940 


with TRIPLEX Quality 
Cap Screws, Bolts and Nuts 


TRIPLEX Products help your customers figure close 
on speedy efficient assembly for reduced costs and 
better profits. 

TRIPLEX Quality is maintained through exacting 
steel specifications, strictly supervised production, 
careful inspection. Accurate deep threads, clean-cut 
points, properly formed heads—whatever correct bolt 
and screw practice calls for is rigidly observed. 
Make a bigger, surer profit from your screw prod- 
ucts department in 1940. Write for catalog and 
prices today. 


THE SCREW 


IPLE X°c 


CAP AND V SET SCREWS, BOLTS, NUTS AND RIVETS 
5317 Grant Avenue ¢ Cleveland, Ohio * 
Millions Sold — Used in Every Industry 
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SELL SAVOIL 


Beeause SAVOIL Sells 


New Beauty - New Models 
New Features... for 1940 


On Display at Space 549B 
American Furniture Mart, Chicago 
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UMTED STOVE CO. 


RANGES - STOVES- HEATERS 
YPSILANTI, MICHIGAN 
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FRED W. CRARY 
of Boone, Iowa, who 
is 68 years of age, vir- 
tually lived a half cen- 
tury in the hardware 
business. Born in 
Boone, Iowa, March 
21, 1871, Mr. Crary 
began in 1886 his 
hardware career as a 
helper in the store of 
his father, M. S. 
Crary, and uncle, J. R. 
Crary. In 1892 after 
six months in the Bry- 
ant and Stratton Busi- 
ness College of Chi- 
cago, he worked at 
the Deering Harvester 
Works in the same city 
for the experience and 
to learn the servicing 
of Deering grain bind- 
ers and grass mowers sold by Crary Bros. Shortly after 
returning to Boone he was employed by Kingman & Co., 
wholesale implement dealers of Des Moines, Iowa. In 
1894 we again find him with the Crary store as book- 
keeper, which position he held for about five years; then 
in the absence of the owners, during their winter vaca- 
tions in California and Florida, he took over the buying 
and general management of the store. In 1910 he and 
his brother, Arthur, bought the stock of Crary Bros. 
Arthur took over the farm machinery, buggies and 
wagons, added automobiles and remained in the same 
location. Fred Crary kept the hardware, stoves, cream 
separators and tin shop, moved across the street and 
added power washing machines, victrolas and radios. 
Six years later with a partner, J. C. Britt, the Crary 
Hardware Co. was incorporated. Mr. Britt died in 1923, 
and in 1936 Mr. Crary sold out and retired although con- 





FRED W. CRARY 





Hardware Age 


Fifty Year 
Club 


tinuing to manage the building in which his business 
had been located. Mr. Crary, who is a former member 
of the Iowa National Guard, was elected first lieutenant 
of his company, and later appointed brigade quarter- 
master with the rank of captain. During the World War 
he acted as drillmaster for the High School battalion and 
drilled local drafted men and others eligible for the draft. 
He served on the City Park Board 18 years as vice- 
chairman, chairman and then as secretary. For recrea- 
tion Mr. Crary loves sport. Shotgun and rifle shooting, 
hunting, fishing, swimming and skating in season, and 
drawing are his hobbies. As*he grows older the last 
named claims more of his spare time, for he delights in 
sketching his friends and others, especially when they are 
unaware of his artistic attentions. 

At the Iowa State Fair and often during the County 
Fair as an attraction for some merchant’s store windows 
he frequently has a display of paintings and drawings 
picturing, “When we see ourselves as others see us.” 


JACOB RUFFING, head of 
his own firm at 513 Larimer Ave., 
Pittsburgh, Pa., is 71 years of age 
and has been in the hardware busi- 
ness for the past 58 years. He has 
spent his entire hardware career 
in Pittsburgh. In 1881 he started 
to work for A. C. Spenglar and, 
after having served 10 years at 
what he calls his apprenticeship, 
went with Edward Acker with 
whom he remained until 1900. At 
that time Mr. Ruffing decided to 
go into business for himself with 
the result that he has been operat- 
ing his own firm ever since. He has 
been successful, which is only a 
just reward for one who seems to enjoy hard work. His 
activities in civic affairs have not been extensive. On the 
other hand, he is very much interested in lodges and is 
a member of the Knights of Columbus and the: Knights 
of St. George. A widower for the past 10 years, he has 
one son and one daughter. His principal hobby is driving 
through the country in his car every Sunday. 





JACOB RUFFING 
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STRENGTH 


Just as nature endowed the 
elephant with amazing strength, 
so have designing and scien- 
tific methods embodied unusual 
strength in the ABW Solid 
Shank Shovel. 


To say this famous shovel is 
the strongest shovel made, is no 
idle claim, for tests have proven 
its superiority and widespread 
consumer satisfaction substanti- 
ates this claim in performance. 
Two features are mainly respon- 
sible for this unusual strength: 


1—The Patented ABW Shock 
Band, which adds substan- 
tially to the handle strength. 


2—The blade and socket made 


from one solid piece of steel. 





Add to these features the quality 
of the steel, the heat treating 
process, and the Second Growth 
Northern Ash Handle and it is 
easily understood why the ABW 
Solid Shank Shovel is the strong- 
est shovel made. The D Handle 
Shovel is equipped with the 
famous ABW Armor-D Handle 
—the most perfect handle made. 


Ask your Jobber 
V4 ABW PRODUCTS 


AMES Shovels Rakes 


Spades Post Hole 

Since Scoops Diggers 
Forks Agricultural 

177 4 Hoes Handles 


AMES BALDWIN WYOMING CoO. 


PARKERSBURG, W. VA. * NORTH EASTON, MASS. 
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AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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After Hours! 


. clock in the 


upper hall strikes three. There is 
plenty of noise and laughter up- 
stairs, but down in the garage all 
is peaceful and quiet. Two men 
are sitting on the rear seat of a 
sedan busily engaged in looking 
at a magazine. The men are 
George Hooper and John Bates 
of the hardware firm of Bates & 
Hooper. The magazine is the De- 
cember 28, 1939, issue of Harp- 
WARE AGE. 

BATES: Well, George, this is 
the first quiet place I have found 
since Christmas. I’ve waited for 
a chance to look over this issue 
for the past three days and the 
only spot I’ve been able to find 
in which to do it is your garage. 
Well, what have you found in it 
so far? 

HOOPER: Quite a lot, as 
usual. Seems the greater part of 
this issue is devoted to articles on 
housefurnishings, but that doesn’t 
hurt my feelings and it shouldn’t 
hurt yours. Well. take a look at it! 

BATES: Here’s a story about 
the Manhattan Hardware Co. of 
Manhattan Beach, California, that 
looks interesting. 

HOOPER: It is_ interesting. 
There’s a firm that says house- 
wares are its best traffic-building 
line. They play them up to a 
fare-you-well. Have some mighty 
interesting display ideas for the 
interior of the store. They make 
use of their pillars and build up 
five-tier island displays around 
them. That’s a point we could 
use. Those pillars of ours get in 
the way most of the time and 
aren't working for us at all. Then 
they give about one-third of their 
space to major appliances and 
run their paint department along 
the entire rear wall. Those are 
their big money-makers—house- 
wares, major appliances and 
paints. Their town is a home 


community and they practically 
tease the home-owners into buy- 
ing. 

BATES: Well, here’s a honey. 
Five pages about the Carlisle 
Hardware Co. of Springfield, 
Mass., and four of those pages are 
pictorial layouts touching on the 
high spots in the housefurnishings 
department. You know, George, 
those pictures tell you the com- 
plete story. Look ’em over and 
you have a complete picture of 
your own. You know how that 
firm handles housefurnishings. 
And believe you me, they know 
their merchandising all right. 
There’s plenty of ideas to be had 
right from those five pages. And 
there are ideas that we can use 
in our own business. Look at that 
stunt of having adjustable shelves 
for displaying coffee makers and 
that other one on the short divi- 
sion fixture. Looks as though it 
wouldn’t hurt us to do a little re- 
arranging of our own store. What 
do you think? 

HOOPER: As long as we fol- 
low that firm’s methods we 
couldn’t go wrong. Just as soon 
as we clean up our first of the 
year work suppose we go right to 
it. The model’s here all right. 

BATES: And while we’re on 
the same subject turn the page 
over and look at this story about 
Allen & Jemison Co. from Ala- 
bama. This isn’t about interior 
arrangement. It’s about the dis- 
play windows and gives some 
pretty good display ideas. They 
get some mighty fine looking dis- 
plays down there if these are sam- 
ples. 

HOOPER: Just shows what 
you can do if you get out of a 
rut and do a little thinking. Look 
at some of the things they use for 
display fixtures . . . step-ladders, 
metal lath, lamp bulbs. And do 
they get the effects! Ill say so! 


Voice from upstairs, “George!” 

BATES: For Heaven’s sake 
don’t answer. Mary’s trying to 
find me and I don’t want her to 
do it. At least not until I’ve 
checked up on this issue. 


HOOPER: Well, here’s some 
good information about the four 
major buyers’ housefurnishings 
shows in Chicago in January. 
And here’s something that isn’t 
about housefurnishings—the win- 
dow display section. Some mighty 
good suggestions for display here 
and I see that this department’s 
moving into the inside of the store 
now. I’m going to do some heavy 
concentrating on this section from 
now on. Some mighty good tips 
about mass displays. That’s some- 
thing a good many hardware deal- 
ers know very little about. Their 
idea of a mass display is just a 
mass of items. Read this over 
and you'll get some other ideas 
on the subject. 

BATES: So you know what’s 
in this issue do you? Well, sup- 
pose you turn it over to me. 
You’ve had it for the last three 
days. 

HOOPER: All right, here you 
are. But don’t leave it home, be 
sure and bring it back to the store 
when you finish it. 

There is a clatter of feet on the 
stairs and a youngster of about 
eight years of age appears at the 
door of the garage. It is John 
Hooper, Jr. - 

JOHN, JR.: Say, Dad, Mother 
says if you and Mr. Bates have 
finished looking over HARDWARE 
AGE to come upstairs and make 
yourselves sociable. 


HOOPER: Well, I guess they’ve 
caught us with the goods. Let’s 


go! 
All three ascend the stairs. 


—G.M.S. 
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HERE IS HOW TO 


BREAK 


SPEED AND SALES 


RECORDS 


@ Hardened steel (ball 
bearing) rollers running 
on hardened cones 
make the “500 Mile 
Skate” faster than 
greased lightning. 
That’s what attracts 
the kiddies! Hardening the rollers makes them 
last 5 times as long as ordinary skate wheels 
and permits the manufacturer to guarantee them 
for 500 miles or a year’s service. That’s what 
attracts the parents! Both these factors result in 
greatly increased sales for the dealer who stocks 
and features “500 Mile Speed Kings.” Write for 
sample pair and information and prices on the 
profitable Hustler Line of sidewalk skates. 





Only Hustler Offers ALL OF THESE 
Heavy hardened tread — for speed 
and mileage 
Hardened cone—easier running, 
longer lasting. 
Halves of wheel joined permanently 
by 4 rivets. 

4) Dust cap (with oil hole) keeps 
out dirt. 
Double rows of 9 hardened 
steel balls. 














GUARANTEED 
FOR 500 MILES 


THE WORLD’S 
FASTEST SKATES 


HUSTLER CORPORATION, STERLING, ILL. 
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For Greater Profits... 
Cultivate Customers with 





The Planet Jr. line of farm and garden im- 
plements offers every factor that contributes 
to profitable selling. The line is complete 
and covers every vegetable growing need 
for both amateur and professional growers. 
It is recognized as the standard of quality by 
growers everywhere and has been exten- 
sively advertised for more than 60 years 


Hundreds of dealers will testify that the 
profits on Planet Jr. are generous, and that 
no line could be more successful in assur- 
ing complete customer satisfaction. 


Illustrated above is Planet Jr. No. 4 
Combination Hill and Drill Seeder, Wheel 
Hoe, Cultivator and ‘Plow. It typifies the 
manufactur- 
ing skill and 
efficiency in 
use that marks 
every item in 
the Planet Jr. 


line. 






Below is Planet Jr. 
No. 17 Single Wheel 
Hoe, Cultivator and 
Plow. A popular 

seller. A great time 
‘ and labor saver. 







mi. CC 


S. L. ALLEN & COMPANY, INC. 


Also makers of Planet Jr. Garden Tractors 
3425 N. Sth STREET, PHILADELPHIA, PA. 


Planet Jr. 


FARM AND GARDEN TOOLS 
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Created by Utica 
for TOOL MILEAGE 


LUD 


THE UTICA COMBINATION 
LINEMAN’S SIDE CUTTING 
AND SPLICING PLIER 


—with New England Head — 


DROP FORGE «TOOL 
CORPORATION 
UTICA, N.Y. 
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They Moved to a Small Town 


(Continued from page 45) 


within walking distance of the sta- 
tion. It was in a small town near 
New York City. Through a trust 
company and the U. S. Govern- 
ment they bought the place— 
$2,000 down—balance in monthly 
installments over 20 years! The 
place cost $8,000. The installments 
were less than the rent they were 
paying in New York. 

There were six rooms, two 
baths, fireplaces, a lawn, flowers 
and real trees—all their own. 

Then, said Mrs. Brown, still 
laughing, the surprises com- 
menced. The grocer called in his 
car. Would she open an account! 
She said she “almost fell dead.” 
Then came the milkman, the hard- 
ware man and all the others. Mrs. 
Brown’s business was in demand. 

At the hardware store she 
bought among other things a cop- 
per wash boiler. She showed it to 
me. It was copper outside—nice 
and bright—and tinned inside, but 
what struck me was how well it 
was wrapped in paper to protect 
the copper surface. And the han- 
dies! They were of hard wood, 
large and just fitted to the hand. 
The name of the manufacturer was 
printed on the paper. A good 
concern. I have known them for 
years, but in my day I never saw 
such a perfect wash boiler. 

Later Mrs. Brown told me she 
found she did not need that wash 
boiler so she took it back—in the 
baby carriage—to the hardware 
store. The hardware dealer was 
very pleasant and didn’t get mad 
and said she could have credit for 
it or her money back. So she 
took the money and added that 
the hardware man pinched Junior’s 
cheek and said he was a fine boy. 

“Tt was just that way with all 
of them in this town,” Mrs. Brown 
said. “You would have thought 
we were millionaires. How differ- 
ent from New York City.” 

The oil man came and fixed the 
oil burner. He made no extra 
charge. The telephone man took 
his ladder and cleaned the leaves 
out of the roof gutters. A gardener 
came and gave her a little maple 
tree and planted it for her and 
said Junior and the maple could 
grow up together! There never 


was such a town or such people, 
babbled young Mrs. Brown. 

Then one day Father Walsh 
dropped in just to get acquainted 
and the Presbyterian preacher and 
his wife called. The neighbors 
dropped in and all were so 
friendly it almost brought tears 
to Mrs. Brown’s eyes. 

“But,” laughed Mrs. Brown, 
“What do you think? I bought a 
Christmas wreath and hung it on 
our front door. The green part 
only cost 50 cents but I dug up 
an old piece of red satin ribbon 
and made a bow and was I proud 
of it! Then came a brush sales- 
man. He was young and good 
looking. I didn’t need any brushes. 
He didn’t try to push into the 
house, but he stood outside and 
said it was the loveliest Christmas 
wreath he had ever seen and did 
I make it myself? He said in 
door to door canvassing at Christ- 
mas he saw a number of wreaths 
and mine was just the loveliest of 
all. So after all I thought I could 
afford just one small brush so he 
left his card and said he would 
call again sometime in the New 
Year.” 


Can’t Stop Competition 


HE law is not likely to be of 

much help to a business man 
in preventing competition, as a re- 
cent Maryland case shows. 

There a competitor erected a 
building across the street from a 
business man who would be affected 
by the competition. The building 
was alleged to be built without the 
necessary legal permits. The estab- 
lished business man brought legal 
action on the ground that this would 
subject him to unlawful competi- 
tion, which he asked the Court to 
restrain. 

The Court took the view that if 
the city building ordinance had 
been violated, it was the business 
of the city to look into it and not 
the business of a private individual, 
especially since the building was 
not a nuisance and did not damage 
the complaining business man other 
than by ordinary competition. The 
Court could not see that the estab- 
lished man was entitled to protec- 
tion against competition in these 
circumstances. 
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Assortment A 
500 Packets Bu F 
Flower 
48 Varieties—value $58.25 
405 10c-Pkts. ; 
60 15c-Pkts.; 35 265c.- 
Pkts. 


Your Profit $29.18 


Assortment B 
250 Pkts. Flower Seeds 
250 Pkts. — 


48 a. $53.25 
455 10c-Pkts. ; 
85 15c-Pkts.; 10 ‘O5c- 


ts. 
Your Profit $26.63 


Assortment C 
500 Packets Burpee's 
Vegetable Seeds 
48 Varieties—value $50.00 
All 10c-Pkts. 
Your Profit $25.00 
(Or make up your own 

selections from Pages 
and 6 in Burpee’s Red 
List.) 














Attractive, durably made, ideal 
for store use, taking only 27% 
in. of counter space, 12% in. 
deep and 20 in. high. No de- 
posit, no charge. You may order 
any number of standard assort- 
ments at left. 

Free Selling Helps 
Attractive window and wall ¢is- 
plays lithographed from natural 
color photographs are packed 
with your shipment, and 1 com- 
plete Burpee’s 160-page illus- 
trated catalog. 

You May Also Sell the 


Complete Burpee Line— 
Thousands of Varieties, 
Packages of All Sizes 

-see wholesale prices and terms 

in Burpee’s Red List for 1940, 
free on request. 

Exclusive Dealerships 
Progressive dealers who sell suf- 
ficient seeds may secure exclu- 
sive dealership in their city or 
neighborhood—ask for details. 


Write Today — Be Ready 


, F REE Display Racks 


with Seed Packets on Sale or Return Basis 


Make More 


etl With Burpee’s Seeds 


No other seed name appears so frequently in national magazines and 
leading gardening publications. This spring there are over 450 Burpee 
advertisements in 36 leading magazines with a combined circulation 
of 32,789,752. 
: achievements also appears in newspapers throughout the country, also 
ORTTEIED SHEDS feature articles in magazines. 


100% Mark-Up for You, and No Investment 


Use Your Purchase Order, or send postcard or coupon below 


* O U P O to increase, your 2000 Frefite with 


ee ee ee 





Extensive publicity about Burpee plant-breeding 


Send no money—you do not even pay delivery charges 
—we send your seeds already arranged in the racks, 
ready to put on sale. _Then at the end of the season 
or before August 1, 1940, return any packets unsold 
and remit for balance at 50% off list price. 





W. Atlee Burpee Co. 
75 Burpee Building, Philadelphia 


‘a Send prepaid, Burpee’s Seeds in Colored Packets, on Memo 
Invoice, with free display racks, as follows: 


to arrive 
TING | 6.5.0:56 6.6:9:060:06.060005:040400004800 ES, hei eennaae 


on or before August 1, 1940, I shall return all unsold packets and 
remit for balance at 50% off list price. 


C] Send more information about exclusive dealership in.............. 


f 
Oo Send Burpee Red List (wholesale cetatog) , 
and complete information for dealers 5 


DPD 0.66:066.00.00.00000 000 56608 5660s ¥e608 DY ecicccvccccesetssccesece 
PN. 6.4460 0:09:65: 6:4.6 006d sRa ROEM Ods SARK DD ew baeeas ed anates 
















VERY ELEMENTAL, MY DEAR 
WATSON — ONE GLANCE AT 
THE RUGGED CONSTRUCTION 
OF THiS SKATE TELLS ME IT IS 
BUILT BY UNION HARDWARE 

























outdoor and 


ASK YOUR JOBBER ABOUT UNION HARDWARE’S 
SPECIAL ROLLER SKATE PROMOTION FOR NATIONAL 


HARDWARE OPEN HOUSE, APRIL 25 - MAY 4, 1940 


JANUARY 11, 1940 


In addition to the well-known No. 5 
model illustrated Union Hardware 
offers many other styles for both 
rink skating. Catalog 
No. 18 illustrates and describes them 
all. Write for your copy. 


“Seeing is Believing” 
One glance will convince YOU, too _— miles of smooth, easy skating. And 
—and those who buy from you— Union Hardware Roller Skates in- 
that Union Hardware Roller Skates corporate all the latest improve- 
are more than just ordinary mer- ments in design, construction and 
chandise. These nationally popular 
roller skates have been manufac- 
tured to the highest quality stand- 
ards for more than 75 years. They ; : 
are ruggedly built throughout yet Tore sales into greater profits this 
are sufficiently flexible for long 


materials. A complete line of these 
fast - selling, fast - rolling skates in 
your store will help you to translate 


season. See your jobber TODAY. 








HARDWARE COMPANY 
aw FE a 


REC-US.PAT. OFF ESTABLISHED 1854 


TORRINGTON. CONN. 


NEW YORK OFFICE Ist CHAMBERS STREET 
























oh 
7 a 


y 


rt 





New and Improved Merchandtse—Display Helps—Sales Literature— 


Cory Coffee Brewer 


This 1940 7-8 cup “Royal” model in- 
cludes among its new features: a 


handle of ivory-tone Bakelite; a stream 





to blend 
covert of 


lined two-heat electrical unit 


with the brewer; decanter 
polished chromium to match the neck 
increased 


bowls. 


capacity 
Deluxe 


clasp, and slightly 
of upper and lower 
fittings are supplied with this and all 
other models at no extra cost, includ- 
dual purpose 
upper 
brewers are 
“Fast 
filter 


ing the decanter cover: 


stand and cover for glass; 
cup. Cory 
with two filters, the 
cloth and the 
used for brewing coffee 
end tea. Glass Coffee Brewer 


325 N. Wells St., Chicago, Il. 


measuring 
equipped 
Flo” using 


rod. Can be 


glass 


Corp., 


Improved Pruner 


“Snap-Cut”—-soft metal cutting an 


vil has been replaced by a _ more 


efficient, long-lasting genuine bronze 


anvil. This new cutting construction is 
said to eliminate entirely any dulling 


of the blade at the completion of its 
cut through wood, the bronze anvil ab- 


86 


Dp 


sorbing impact of the 
suring 
This feature 
time being only to “Snap-Cut” model 
No. 119. Seymour Smith & Son, Inc., 


Oakville, Conn. 


Suction Cup Lamp Changer 


This tool is said to remove and re 
place easily standard lamp bulbs from 
stationary or rigid sockets where the 
bulbs are not entirely surrounded by 
globes or wire Will 
grip bulbs suspended on pipes as well 
sockets. Lamp 
suction cup 


protection. also 


as those in ceiling 
changer consists of 
mounted on end of a light weight pole. 





£: 


Grip of the cup is obtained by push- 
ing it against the lip of the cup. Cord 
is recessed into a groove which extends 
the length of the pole. By use of an 


extension packet and an extra pole, 
higher than usual lamps can be reached. 
Suction Cup Lamp Changer Co., 


Scranton, Pa. 


blade and in- 
a cleaner, freer slicing stroke. 
will be applied for the 








“Ski Karrier”’ 

The Mikkelsen Ski Kar- 
rier” in construction and is 
Skis, 


“Strand 
is sturdy 


easily adjusted to any ear. 


boats, and other articles can be firmly 
attached to “kairier” without adjust- 
ing straps. Top of “karrier” presents a 
flat deck, on which boats, canoes, and 
other objects rest securely. “Ski kar- 
rier” is built of white ash and will 
carry five pairs of skis and three pairs 
of ski-poles. Also available are ad- 
justable bridge blocks which will keep 
the “karrier” free from the top of any 
car and allow for the various slopes 
of different car-tops. A special clamp 
and spring device keeps the “karrier” 


securely fastened to the car. Rugg 
Ufg. Co., Greenfield, Mass 
Pocket Tool 

“Lucky 7”°—may be used as screw 


driver nail or tack puller, bottle opener, 
wire splicer, wrench, square, and rule. 
Suggested retail selling price 10 cents. 
Ideal Instrument & Mfg. Co., 221-5 
South Hoyne Ave., Chicago. 


HARDWARE AGE 














for F 


Se 
W indo 


bad 
T 
Mo: 


ard 


and 

ging 
stan 
or | 
weig 
sign 
sura 
unde 
serv: 
catic 
chin 
Inc., 
ton, 


Hu: 

TI 
an a 
an é 





JA 








nTe— 








JANUARY l11, 





for Retail Hardware Stores 


“Red Devil” Floor Sander 


The No. 444 “Red Devil” Leader 


Model floor sander is built in the stand- 
ard 8-in. size. Features light weight 





and ease of control. Operates by plug- 
ging into any wall or floor socket. Has 
standard parts throughout; no chains 
or gears, no special parts or loose 
weights. Maker states specially de- 
signed mechanical features provide as- 
surance that the machine will stand up 
under constant operation without special 
servicing, repairs, adjustments, or lubri- 
cation care. Full details on this ma- 
chine available from Landon P. Smith, 
Inc., Dealer Service Department, Irving- 
ton, N. J. 





Humidifier and Spot Cooler 
This combination unit is put up in 

an attractive package, self-contained in 

an attractive cabinet of baked “Ham- 





1940 





Window Trims—New Packages—New Colors—Catalogs 


merloid” finish. Size is 16%4 in. high, 
15 in. wide, and 134% in. deep. By 
means of a revolving mesh “drum” it 
is said to evaporate up to three quarts 
of water per hour, depending upon the 
dryness and temperature of the room. 
Under ordinary circumstances it need 
be filled only once a day to its ca- 
pacity of five gallons, which is sufficient 
for the average small home of six or 
seven rooms. “Humidome” plugs in 
on any light socket connection. When 
used as a “spot” cooler, cooling the 
person but not the room, it has an eight- 
hour effectiveness before water need 
be added. Air stream which does the 
cooling is effective up to a distance of 
eight feet. Cooling is done not by re- 
frigeration but by a cool breeze. The 
Harry Alter Co., 1728 S. Michigan 
Ave., Chicago, III. 


Ice Creeper 
Model No. 4050—designed for use 


on women’s and children’s shoes as 
well as on men’s. It is attached to the 
foot between the ball and the arch with 
three formed prongs to the rear of the 





er 


foot. Said to be equally effective with 
either low or high heels and is small 
and neat in construction. Steel gripper 
plate is cadmium plated to resist rust 
and give long service. Suggested re- 
tail selling price 25 cents per pair. 
Clark Leather Products Co., 811 W. 
North Ave., Chicago, III. 









Divided Top Gas Ranges 

The Tappan Stove Co., Mansfield, 
Ohio, is introducing a wide selection of 
divided top gas ranges. In addition to 








these, the new “Visualite” oven and 
new “Visiguide” cooking chart will be 
featured. 


Improved Glass Cutter 


“Blue Ribbon” cutters, maker states, 
are now protected by a steel guard 
which snaps into position over the 
cutting wheel when tool is not in use 
and which swings up and down out of 
the way when cutting. Inside the 
guard is a felt pad impregnated with 
oil which keeps the wheel mounting, 
the axle, and the wheel itself oiled be- 
tween uses. The No. 2 cutter, shown, 
retails for 25 cents each. William L. 
Barrett Co., Bristol, Conn. 
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Coffee and Tea Brewer 


This single unit is both a decorated 


Silex glass coffee maker and a deco- 


rated model spray tea maker. Furnished 


 —_~~ (al) 





with a special vented bowl and a vent 
hole closure. With the unit are in- 
cluded both a coffee filter and a tea 
spray. By closing the vent hole and 
using the coffee filter, it is a coffee 
maker. By opening the vent hole and 
using the tea spray it is a tea maker. 
In the kitchen range model, this unit 
has value of $4.70 and is offered for a 
limited time at $2.95. In the electric 
table model, the unit has value of $6.70 
and is offered for a limited time at 
$4.95. The Silex Co., Hartford, Conn. 


Sales Aids 


The Wabash Photolamp Corp., 335 
Carroll St., Brooklyn, N. Y., is urging 
dealers to cash in on the synchro-flash 
photo craze by tying in their stores 
with the national advertising campaign 
the company is putting behind its 
Superflash and Superflood photolamps 
in all photographic publications. New 


WAEAGH ie 








window and counter display cards, 
newspaper advertising mats, envelope 
stuffers, exposure guides, and other 
dealer helps will be sent without charge 
to all dealers requesting them. 





Paint Styling Brochure 


An attractive brochure illustrated 
with sketches and diagrams has been 
published by The Council for Paint 
Styling, 2201 New York Ave., N. W., 
Washington, D. C., with the title of 
“ABC of Paint Styling.” Booklet is 
being made available at cost, the price 
depending upon quantities ordered. 
Free sample offered. 


Model Railroad Track 


Complete line of ready-laid track 
section, designed and proportioned to 
permit any layout to be made up from 
these sections. Track sections made in 
three basic types; straight or “tangent” 
section in a standard unit length, 
usually 36 in. long; in a curved or 
“circular” section which comes in sev- 
eral standard radii of curvature and 
is either a twelfth or eighth of a circle 
in length. The third is similar to the 
circular section but instead of a simple 





curve, the degree of curvature varies 
from straight at one to full curvature 
at the other end. This is called a 
“spiral” and one of its purposes is to 
allow the rolling stock to enter the 
actual curve gradually. Standard Rails, 
1610 W. Center St., Milwaukee, Wis. 





*“Roto-Glo” Heater 


Maker states hot air waves from this 
oscillating heater constantly move in a 
wide 20-ft. spread and are evenly dis- 





a 


tributed. Has 14-in. chromed reflector, 
non-tip base, 1000-watt super heating 
element, operates on 110-120 volts, 50- 
60 cycle, A.C. current. Can be used as 
stationary model if desired. F. A. Smith 
Mfg. Co., Inc., Rochester, N. Y. 





Water Heater Catalog 


The Hotstream Heater Co., 8007 
Grand Ave., Cleveland, Ohio, is issuing 
a new No. 40 illustrated price catalog 
of 36 pages. It will show the company’s 
complete line of water heaters and in 
addition to illustrations, specifications, 
and list prices, will contain the neces- 
sary technical information to make 
proper selections and specifications of 
water heaters for various needs and 
requirements. A chart shows the cost 
of water heating with the various fuels. 








Gas Ranges 





The Cleveland Co-Op- 
erative Stove Co., 2323 
E. 67th St., Cleveland, 
Ohio, announces three 
new holiday promotion 
ranges, Models 9R4l, 
9R62, and 9D62. The 





special feature of all 
three ranges is the “Peek- 
a-Boo” oven combined 
with the “Sunshine Oven- 
lite” feature: “Peek-a- 
Boo” oven has a Pyrex 
brand glass window in 
the oven door. All three 
ranges are designed for 
popular price retailing. 
Each is completely por- 
celained on the entire 
exterior of the range and 
is fully insulated with 
Rockwool. All three are 
equipped with Robert- 
shaw oven heat control 
and have generous stor- 
age space capacity. 




















HARDWARE AGE 











tao, 


The 
ever 
kind 
like. 


und 


brin 


on < 


the 












eS a es 


WHAT THEY WANT 


The Continental line is popular with customers 


everywhere. It’s a line that sells because it has the 
kind of practical, modern features that customers 
like. It’s the only dealer line of steel products made 
under Certified Quality Standards. 


The Continental line is popular with dealers 
because Continental has a selling system that goes 
out and finds prospects, gets them interested, and 
brings them in to buy. Dealers say it’s like adding 
on outside salesmen. Find out for yourself about 
the Continental line and this new method of build- 


ing sales volume and profits. 


CONTINENTAL STEEL CORP. ¢ KOKOMO, IND. 


Plants at Canton, Kokomo, Indianapolis 
SOS 
>] 
La 
> x 


CONTINENTAL 








B3 Cutifed Quality STEEL PRODUCTS 
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EASY TO SELL.. 
and 


STAY SOLD! 



















With the Greenlee to offer, the retail salesman 
has a decided advantage when a customer asks 
for a spiral screw driver, because there are many 
things about them that make that brand easy to 
sell. Appearance, alone, is definitely in their 
favor. They look well balanced, nicely finished 
and, of outstanding importance, it can be seen at 
a glance that the spiral is fully enclosed at all 
times. j 


After a Greenlee is purchased, these same fea- 
tures, plus many others, keep them sold. The 
chromium finish keeps them looking right, the 
enclosing sleeve keeps out dirt and makes it 
impossible to pinch the fingers. They stand up, 
too, because every part is made to operate with 
a minimum of wear. 


ASK FOR NEW TOOL CATALOG NO. 31 if you 
would like to know more about these screw 
drivers and the Greenlee line of auger bits, ex- 
pansive bits, bit extensions, chisels, gouges, draw 
knives, turning tools, etc. Please mention the 
name of your jobber when writing. 





Greenlee Tool Go. 


1715 Columbia Avenue 


ROCKFORD, ILLINOIS, U.S.A. 















Appliance Tables 


New iiems in the “Palley” line in- 
cludes electric appliance tables and 
electric appliance cabinets. The model 
shown has a top of stainproof porce- 
lain, 24 by 20 in., white with black edge, 








ates on any type of heating unit. Said 
not to break, chip, rust or tarnish and 
not to absorb grease, oil or food odors. 
Basket prevents food from contacting 
hot metal and permits circulation of air 
around food. Has Bakelite handle and 
knobs. West Bend Aluminum Co., West 
Bend, Wis. 





chromium legs, Underwriters approved 
cord, double Bakelite outlet, and steel 
casters. Palley Mfg. Co., 1019 Bidwell ad 

St., Pittsburgh, Pa. Zine Alloy Die Castings 


, ———— “Zinc Alloy Die Castings in Small 
Serving Oven With Tools” is the title of a brochure issued 
All-Aluminum Basket by The New Jersey Zinc Co., 160 Front 
i St., New York City. This booklet pre- 

No. 5340 made of hard, sheet alumi- sents in pictorial form, actual products, 
num. It is portable and convenient may wholly or partly composed of zinc al- 
be used at the table and occupies no loy die castings. Copies of the booklet 


more space than ordinary plate. Oper- are available. 








ASBESTOS MILLBOARD—With NEW Pin Point Finish 


Far superior to the old, rough finish millboard, both as to 

quality and convenience in handling. Up to 25% lighter 

than ordinary commercial millboards. Made in uniform, 

standard size sheets, 42x48 inches, and in thicknesses from 
1/32 to '/2 inch. Two grades—medium and extra 

> hard. Compactly packed in easy-to-handle, new, 
100-lb. cartons, 






ASBESTOS ROPE and WICK PACKING 


Wick Packing, approximately V4-inch diameter, is fur- 
nished in '/2- and I-lb. balls, packed in 50-Ib. cases. 
Rope Packing is furnished 
in reels of 25 and 50 Ibs. 
Mil each, in sizes from '|/2 to 


2 inches in diameter. . 
, ASBESTOS PAPER—Plain and Corrugated 


In weights and thicknesses to meet every requirement. 






y 


Wide acceptance of Carey Asbestos Products assures quick 
sales and satisfied customers. Order from nearest Carey 

Branch or address Dept. 66. Distributors—an opportunity 
eget for extra profits. Write for details—address Dept. 66. 





THE PHILIP CAREY COMPANY =: Lockland, Cincinnati, Ohio 


BRANCHES IN PRINCIPAL CITIES 











Poultry Netting 


The new U. S. 4 in 1 poultry netting 
with graduated mesh is the latest ad- 
dition to the “Indiana” line. Seven 
lower line wires are spaced only %-in. 
apart; the next six are l-in.; the next 


ble in 24. 36, 48. 60, &-T2 widths 


six, 1%-in., and the remaining spaces, 
2-in. Fabric is made with straight, 
parallel line wires joined by U. S. lock 
twist. Stretches evenly to posts and 
can be erected without the use of top 
rail or baseboard. Produced in five 
widths, 24, 36,48, 60, and 72 in., galvanized 
before or after weaving. The illustra- 
tion shows one of the latest dealer 
window and counter display cards ad- 
vertising this new netting. Card is in 
four colors and displays an actual 
sample of the netting in the panel at 
the right. Indiana Steel & Wire Co., 
Muncie, Ind. 


*“Lino-Link”’ Mat 

Maker states this mat is constructed 
of links cut from the best part of 
picked automobile tire, cleaned and 
shaved to have the right amount of 
both fabric and rubber composition. 
Links are reinforced with a layer of 
colored rubber tile material on both 
sides of each link. Mat also has special 
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scalloped curves on the upper surface 
and special grooves on the under 
surface. Scalloped surface renders effi- 
cient wiping service. Grooved under 
surface makes the mat resilient and 
allows water filtration. Burton Mat Co., 
175 Belmont Ave., Brooklyn, N. Y. 
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Bookkeeping Machine 
Computes—Prints Balances 
Automatically 

A new series of models feature au- 


tomatic balances. The machine auto- 
matically computes and prints debit 





True credit 
balances, sub or full, are delivered au- 
tomatically in red, in oblique type, and 


balances or sub-balances. 


designated with “CR” symbol. Dual 
cross-computing and dual printing of 
debit or credit balances are also fully 
automatic. In addition, balances may 
be transferred directly from either 
cross register to the other, with or with- 
out vertical accumulations. A conve- 
nient switch control permits the oper- 
ator to disconnect the electric automatic 
balance feature at will. Either single 
or dual cross-computing and printing 
may be electrically operated or manu- 
ally controlled at any position of the 
carriage. Two models are equipped 
with this automatic balance feature— 
Model 283, a single cross-computing 
machine, and Model 285, with dual 
cross-computations. Both models fea- 
ture complete electrification of all al- 
phabet and numeral keys, of carriage, 
and of all operating features. Reming- 
ton Rand, Inc., Buffalo, N. Y. 


Retained Heat Electric Range 
This “Midland” 


electric range has 


retained heat feature to afford economy 
in food preparation and time. Has two 
16-in. ovens, 17 in. high, 20 in. deep. 
Occupies floor space 40 by 27 in. Height 
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to cooking top is 36 in. Top is 40 by 
23% in. Lamp, automatic control and 
clock, and “Midland” portable well are 


extra equipment. Eagle Foundry Co., 


Belleville, Tl. 


Portable Bench Grinder 


This new portable bench grinder is 
low in price, modern in design. Has 
modern streamlined cast housing, two- 
toned finish of blue crackel and lac- 
quered white metal. Sets firmly on four 
rubber feet. Comes complete with 110- 
volt A.C. motor, one fine grinding 
wheel and one coarse, and a six-foot 
cord. Grinder is suitable for workshop, 
kitchen or garage; for sharpening tools, 
knives, or other miscellaneous grind- 





ing. Dimension, 10% by 6% and 6% 
in. high; grinding wheels, 43% in. by 
36 in.; net weight, 8% lb. Speedway 
Mfg. Co., 1834 S. 52nd Ave., Cicero, 
Il. 


They may be 





Pudding : 





Tub Units 


These tub units are flexible and in- 
terchangeable so that any number of 
units can be connected at no extra 
cost and no extra parts are required. 
connected in 


straight 








lines, curves, or angles. Tubs are made 
of copper alloy black sheets and hot 
dipped in pure molten zinc after form- 


Corrugated bottoms are double 


seamed to bodies; double set of hor- 
izontal reinforcing swedges, heavy re- 
inforcing top 
separate caster bushing in bottom to 
hold casters. Wringer housing fits into 
the space between round tubs. Reeves 
Steel and Mfg. Co., Dover, Ohio. 


wires. Each leg has 





or your hack saw customers, the 
proof of the pudding” is blade per- 


formance in their own shops, under actual 





working conditions. And that is just where, 
dollar for dollar, STAR Blades cut more 
metal! 

Customers also like the STAR modern metal boxes 
(that stack and display so well in your store) and are 
enthusiastic about the fine, newly introduced STAR 
Frames—four types, all especially suited for STAR 
Blades. 

For you, the "proof of the pudding” is STAR sales 
leadership throughout the world! 


HAND* AND POWER-—TUNGSTEN AND “MOLY” 
*PACKED IN MODERN METAL BOXES 





CLEMSON BROS., INC., MIDDLETOWN, N.Y. 
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Wide-Neck Coffee Vacs 


These wide-neck models are made in 
8 or 12-cup sizes, decorated or plain 
glass in gas, electric and tray sets. De- 





luxe set is illustrated. An_ extra 
package of “White Cross” patented 
filter cloths included with all deluxe 
models. Illustrated bulletin available. 
National Stamping & Electric Works, 
3212-50 W. Lake St., Chicago, Ill. 


‘ive-Tube Radio 


“Sentinel” — cabinet of marbleized 
Catalin with contrasting translucent 
amber grille, push-buttons and knobs. 





Has push-button tuning, built-in loop 
aerial with connections for exterior an- 
tenna-ground. Tuning range 540 to 
1720 KC. Cabinet size, 10% in. wide; 
6% in. high, and 5% in. deep. Five- 
tube AC-DC Superheterodyne model 
195ULTA lists at $22.95. Sentinel 
Radio Corp., Evanston, Il. 


Self-Closing Faucet 


“Tri-Con”—lock lever type for steel 
drums or barrels. Has _ three-quarter- 
inch pipe thread. Can be locked in 
closed position and cannot be locked 
open. Closes automatically. Valve is 
designed to close with stream. Direc- 
tion of flow at outlet end is straight 
down. Opening or liquid channel is 
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full size from intake end to outlet end 
of faucet to insure maximum flow. 
Molded Specialties Co., 1971 E. 79th 
St., Cleveland, Ohio. 





“Handy Shyne” 


Six-piece set consists of a folding 
foot rest, two cans of polish with 
daubers in lids, and a quality shoe 
brush. Quickly attached to closet-door, 





porch or other convenient woodwork. 
Folds up when not in use. Roto-Wool 
of America, 220 Fifth Ave., New York 
City. 


Bike Motor 


Unit includes four-cycle light weight 
automotive type engine. Parts are ad- 
justable so they will fit any size stand- 
ard bicycle. Engine is mounted on 
tubular frame is easily attached with 
adjustments allowing for size and 
height of any ordinary bicycle. Pro- 
vides a simple means of engaging 
motor complete with levers and clutch 
mechanism. Has a throttle control for 
engine speed and clamp for installing 
on handlebar in most convenient posi- 





tion. No holes to drill or tubes to cut. 
On level ground bicycle reaches a 
maximum speed of over 30 miles an 
hour, according to the manufacturer, 
and it will climb ordinary hills. Midco 
Mfg. & Distributing Co., Inc., She- 
boygan, Wis. 


Improved Paint Mixer 


Designed to handle two-gallon cans 
of paint, two halves, two quarts or 
several small size cans. Machine is com- 
pact, occupying a space measuring only 
18 by 18 by 19 in. Operating mechan- 
ism is synchronized to run smoothly 
with a full paint load. Equipped with 
rubber-padded feet. Operated by a one- 
quarter horsepower ball bearing heavy 
duty motor, engaging a counter- 
balanced crankshaft. All working parts 
are sealed in oil. Miller Mfg. Co., 3231 
Bryn Mawr Ave., Chicago, III. 


Oil Burning Heater 


No. 69—has heat capacity for one to 
four rooms. Height 43% in., width 
20% in. and depth 26 in. Sides are 





made of perforatcd metal allowing heat 
to radiate directly out into the room. 
Cool air is drawn from floor, and is 
then heated and circulated throughout 
room. Finished in two-tone porcelain 
enamel and polished chromium trim. 
Open top grill is constructed of heavy 
cast iron, porcelain enameled. Five- 
gallon oil container is of heavy terne 
plate, mounted on back of heater. 
Automatic draft regulator is furnished 
as standard equipment. I/nternational 
Oil Burner Co., Inc., 3800 Park Ave., 
St. Louis, Mo. 


“Autogriddle” 


P-1639—a heavy cast aluminum grill, 
12 in. in diameter. Said not to warp 
or buckle. Set into a heavy chromed 








base with walnut appointments. Ther- 
mostat automatically provides constant 
heat at exact degree for perfect pan- 
cakes and other grillings. Complete 
with heavy heater cord set. Operates 
on A.C. current, 1000 watts. Naxon 
Utilities Corp., 2101 W. Walnut St., 
Chicago, Iil. 
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GREEN-STRIPE 
FLINT 


RED-STRIPE 
EMERY 


ORANGE-STRIPE 
GARNET 


YELLOW-STRIPE 
ALUMINUM OXIDE 


BLUE-STRIPE 
SILICON CARBIDE 
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CLOVER 














THE “COLOR-STRIPE LINE” 
of 


COATED ABRASIVES 
CONSTANT PROGRESS 
OF INTEREST TO DISTRIBUTORS 


For eleven years we have been offering a most complete line of 
Coated Abrasives of the highest quality with the exception of 
wide paper rolls—rolls from 30” to 48”. During the past year we 
have constructed a substantial addition to our plant to house what 
is probably the latest, most complete and efficient unit in the in- 
dustry to coat goods up to 48” in width. 





This new unit has been in production several months and we are 
now giving the same prompt service on these wider rolls that we 
have always given on the balance of our line. 


CLOVER MFG. CO., NORWALK, CONN. 
ALSO MAKERS OF THE FAMOUS 


CLOVER GRINDING AND LAPPING COMPOUNDS 
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you have 
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barrow for general purpose 
use. Around the home, 
farm or garden it just can’t 


this Jackson Middy Barrow 
you are assured a quick 
turnover and adequate 
profit. Remember, when 
you sell Jackson Products 


ers. They have been the 
standard for 64 years. 


1940 


Designed for Volume & Profit... 
JACKSON MIDDY BARROW 


Here is America’s outstand- 


grade low price 


When you stock i ; 








Capacity: 3 heaped cu. ft. 
Gauge Tray: 18 

7. Approximate Weight: 38 Ibs. 

satisfied custom- 


Write for Catalog No. 40 H—Illustrated in color. 


JACKSON MANUFACTURING CO. HARRISBURG, PA. 


Established 1876 
























New Design Grass Shear 


Embodies basic change in grass shear 
design. Does not depend upon friction- 
pressure (rivets or stiff springs) on the 
blades. Has high pivot mounting which 





pulls the cutting edges together. Make 
states, the harder the cut, the more 
pull comes from the hand to the hard- 
ened and tempered hollow-ground 
cutting edges of the blades. When not 
in use the blade is loose and cannot 
stick shut. Dealers sending 50 cents 
and their wholesaler’s name and ad- 
dress will receive a “Miracle” grass 
shear. The offer expires Feb. 15, 1940 
The Keiser Mfg. Co., Reading, Pa. 


Water Cooler 

This modern design water cooler 
being introduced by Savory, Inc., New- 
ark, N. J., has high efficiency insu- 








lation tightly packed by machine; 
surrounds entire body; rigid faucet con- 
struction; high faucet location. Cover 
is strong, and_ rust-resisting. Has 
lustrous finish. Made in five sizes and 
in white with black stripes and black 
knob or in white with green stripes and 
green knob. 


Stacking Units 


“Binrach”—for storage and assembly. 
Consists of built-up container units 
with separately removable gravity-feed 
till-type bins. Bin-holding units are 
made in two styles to accommodate 
seven sizes of standard and hopper bins 
varying in capacity from one-half to 
six pints each. Any size bin will fit in 
its rack in any position and the stack- 
ing rack-units can be arranged to suit 
the workplace or storage conditions. 
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Each bin is separately removable with- 
out disturbing the rack arrangement. 
The Gordon L. Hall Co., Old Lyme, 
Conn. 


G-E Radio Line 


Extending the beamascope and auto- 
matic feathertouch tuning to more mod- 
els in its radio line, catering particu- 
larly to the demand for more radio- 
phonograph combinations, the General 
Electric Co., Bridgeport, Conn., has an- 
nounced eight new receivers and a wire- 
less record player to augment the regu- 
lar line presented last summer. New 
styling in the popular price brackets 
characterizes the additional models. 








Portable Steam Radiator 


Similar in appearance to the con- 
ventional type, this new radiator has a 
small boiler built into the unit itself. 
Boiler holds two quarts of water and 











steam is generated by plugging the 
radiator into the nearest electrical out- 
let. Unit is light in weight and can 
be carried wherever additional heat is 
needed. Maker states it is safe, eco- 
nomical and does not give off fumes or 
odors. Electric Steam Radiator Co., 
Detroit, Mich. 


Automatic Tool Display 


No. 8588 wood display, lacquered in 
three colors is free with order for two 
each, Nos. 185 and 188A automatic 


own 
aa 
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tools that are mounted on it. These 
drills are heavily nickel plated and 
high buffed. Both have magazine 
handles with numbered compartments 
holding eight drill points that drill 
holes 1/16 to 11/64-inch in diameter. 
No. 185 has an all-metal handle while 
No. 188A has a handle molded from 
glossy black Bakelite. Millers Falls 
Co., Greenfield, Mass. 





Steel Kitchen Cabinets 


The St. Charles Mfg. Co., St. Charles, 
Ill., has issued an attractive catalog 
showing its complete line of steel 
kitchen cabinets. The catalog shows 
individual units as well as units ar- 
ranged in modern, pleasing combina- 
tions. Information on planning kitchens 
is also included. Copies of this cata- 
log are available upon request to the 
company. 
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Looking 
for a 
Hardware 


Store ? 


HE place to find it is 
under the heading of 
Business Opportunities in 
the Classified Opportun- 
ities Section of the regular 


issues of Hardware Age. 


By watching the for-sale ads 
you'll be reasonably sure to 
secure a good paying busi- 
ness at a fair price or better 
still, let the trade know the 
kind of a store you are look- 
ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th Street 





New York City 
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POL-MER-IK 








LINSEED OIL GETS 
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BECAUSE FEATURING EXTRA VALUE 
AT NO EXTRA COST BUILDS BUSINESS 


When we sell Pol-mer-ik Linseed oil in cans we 
give our customers the extra value of cooked 
oil at no extra cost. 10% of Pol-mer-ik is poly- 
merized, pure linseed oil, kettle-cooked to a 
varnish body. 

Painting contractors found that Pol-mer-ik 
enables them to deliver a better job, at no in- 
crease in cost. They get better gloss, better 
luster, greater durabilit'y. They depend on the 
uniformity of Pol-mer-ik—on its guaranteed 
purity found only in these factory sealed, 
tamper-proof cans. Because they want it we 
feature Pol-mer-ik. . 

And because we can make more money out 
of our linseed oil sales with Pol-mer-ik in cans, 
we always have it displayed in window or store. 
Check with your jobber today. Make more 
money with Pol-mer-ik. For full details mail 
the coupon. 













ARCHER- DANIELS-MIDLAND COMPANY H 404 
600 Roanoke Bidg., Minneapolis, Minnesota 


Mail the profit story of Pol-mer-ik in Cans—and name of nearest 
jobber. 


Name 









Town 








DISPLAY acme 


Corrugated Fasteners 
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THE EXTRA’ SELLING ITEM 
THAT ASSURES 2xtra Sales 


If your customer works with wood, he can 
use Acme Tack-Point Corrugated Fasten- 
ers. That’s why they’re such a fast-selling 
item — nearly everybody uses them. Dis- 
played in a convenient, attractive package, 
Acme Corrugated Fasteners provide an 
eye-appeal that will ring up plenty of extra 
sales on your cash register. 

Stronger joints on all kinds of wood prod- 
ucts are made easier, faster with Acme 
Tack-Point Corrugated Fasteners — long 
beveled points, sharp cutting edges pene- 
trate, but do not crush the wood fibers. 
The two pieces of wood are drawn closer 
together by the divergent feature. 





\ 


PACKAGED IN 3 POPULAR SIZES 
In each package there are fifty fasteners of one 
size—%x4, x5, %x5—12 boxes to a display 
carton. For larger demands Acme Corrugated 
Fasteners are available in: standard cartons of 
250, 500 and 1000 fasteners: 100 to a box, 10 
boxes to a carton; and in 25, 50 and 100 Ib. lots. 
A sample package will help you determine their 
sales possibilities for yourself. Send for one. 


IF YOUR JOBBER CAN'T SUPPLY YOU 
WRITE US DIRECT. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicago, Il. 
Branches and Sales Offices in Principal Cities 
MAIL COUPON ‘ 


ram US 
FOR FREE SAMPLE “ii 
a, 





Acme Steel Company, 
2838 Archer Ave., Chicago, IIl. 


Gentlemen: 


Send me, without charge, a sample 
box of Acme Tack-Point Corru- 
gated Fasteners. 


Name 
Address 
= . State 




















The Small Town Merchant 


(Continued from page 49) 


the country and all working inde- 
pendently of each other? 

Most wholesalers today seem to 
have overlooked the fact that all 
retailers to whom they sell are in 
competition with stores whose of- 
ferings have been price lined by 
the smartest merchandising brains 
in the country and that these inde- 
pendents cannot stay in business 
unless their offerings, too, are 
price lined. The wholesaler who 
is doing nothing today toward 
helping his retailer customer to 
get his stock on a price line or 
basic stock basis, is failing to con- 
serve the very market on which 
he must exist. Of course, I am 
taking it for granted that the re- 
tailer will follow through on his 
part of the program. If he does 
not, it is only a question of time 
until he must go the way of the 
class I mentioned a little while 
ago, and business will be better 
for those who are left, and for the 
wholesaler. Who else can render 
this service for the retailer, if the 
wholesaler does not do it? 


Selling Expense 


The next point I would like to 
discuss is that of selling expense. 
A recent study of the Twentieth 
Century Fund shows that 59 cents 
of the consumer’s dollar goes for 
distribution and service costs and 
41 cents for production. It seems 
to me that in this day and age 
the wholesaler is forced to send a 
salesman to pick up virtually 
every order he gets. Perhaps the 
retailer is to blame for this. In 
one sense of the word he is to 
blame, but our system cannot last 
long if this practice continues. 

Where is the retailer who would 
not welcome a connection with 
some wholesaler to whom he could 
mail his orders two or three times 
a week, and feel that he would get 
his merchandise at a price that 
would enable him to be competi- 
tive, and still have a margin left? 
Good retailers are doing every- 
thing in their power today to re- 
duce their expenses. The whole- 
saler, too, must make a supreme 


effort to reduce his selling costs. 
As sales expense is cut down, the 
retailer will have greater values 
to offer his customers, he will be 
competitive in the strictest sense 
of the word, and will have more 
margin on the everyday, staple 
items. 

‘ If the manager of the chain 
unit orders his merchandise from 
a checking list, why is it not pos- 
sible for a wholesaler to do some- 
thing that will establish a bond of 
confidence between himself and 
the retailer whom he serves, in 
order that that retailer might or- 
der his merchandise and speed up 
his turn without waiting for a 
salesman to call. He would have 
more time for management and 
selling problems. The check list 
tells the store manager what to 
buy and the price at which he 
should sell. 

As an independent retailer, I 
would appreciate and use, a week- 
ly or semi-monthly list of season- 
able, fast-turning items from my 
wholesaler, priced in plain figures 
at prices that I knew were right, 
and at which I could be competi- 
tive. I would rather have this 
than a weekly call from a sales- 
man, and I believe that it only 
be a question of a short time until 
I could be giving that wholesaler 
some worth while volume, and I 
would have more time for check- 
ing stock and other problems in 
my store. 


The Salesmen 


Just a word about the salesmen 
who call on the independent re- 
tailer today. It is my own per- 
sonal opinion that no salesman has 
a right to call on a retailer today 
if he has nothing more to offer 
than the merchandise he has been 
sent out to sell. He is the contact 
man between the wholesale house 
and the retailer, and such a sales- 
man plays no part in a construc- 
tive merchandising program. Most 
salesmen are out to get business, 
rather than build business. They 
live on what they can get from 
the retailer by way of high pres- 
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CASH IN ON THe firing To Chrome 





Here’s how to cram your cash drawer with the new 
profits that are swinging your way right now! Make 
up an eye-catching, traffic-stopping display of these 
sparkling, shining, ever-new looking modern kitchen 
utensils. Tell your customers these handsome utensils 
never need scouring! They’re made of substantial gauge 
steel, heavily plated with easy-to-clean chrome. Best of 
all, their uniformly low price moves ’em speedily, yet 
leaves you a satisfying profit margin. Find out all 
about the extra profits Everedy Chrome Cook Ware can 
bring you... TODAY! 


ON DISPLAY AT TWO SHOWS: 
13th ANNUAL NATIONAL HOUSE 
FURNISHING EXHIBIT — Stevens Hotel 
Chicago—January 7th to 12th, 
inclusive —Room No. 637-A 
HOUSE FURNISHING MANUFACTURERS 
EXHIBIT—Paimer House— Chicago 
January 7th to 12th, inclusive 
Room No. 1018-W 









Slip a card into the mail 
NOW ... while it’s fresh in 
your mind. We'll send you 
our big catalog. No obliga- 
tion, of course. 










S&S EAST STREET ¢ FREDERICK, MD. 
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and Makes Satisfied Customers 


Its modern, streamlined appearance . . . its obvious mechani- 
cal simplicity . . its light, yet rugged construction, all 
combine to make this mower easy to sell. 


And just as important: its light weight and easy handling 
its long and trouble-free service help to make a satisfied cus- 
tomer for you. 


THE IMPROVED 1940 


TORO HOMELAWN 


Since the first Homelawn was built there have never been 

any ‘‘bugs” to remove. However, like any good product 

it could be improved, so the following changes have been 

made for 1940— 

1. New style tubular metal handle with rubber hand grips. 

2. Hand throttle control in addition to automatic governor 
on motor. 

3. Pressed steel motor support base. 

4. Each mower will have a neat descriptive colored display 
tag for you to attach to your floor samples. 

5. Large size display posters available on your request. 


sce) Lom VN Uy Nene) i, cme@e) ile) 7 wale). 


MINNEAPOLIS MINNESOTA 


Also available in a 
21 inch model at 


$98.50 










Write Today for 
Further Information. 
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SAGINAW, MICHIGAN 


TAPES - RULES . PRECISION TOOLS 





FOR CLEAN-CUT 
PROFITS SeZ/ 


UF KIN 


When you show a Lufkin 
Precision Tool you make a 
quick sale — no arguing, no 
long, drawn-out sales talks 
to put up with. For the name 
LUFKIN stands for highest 
quality to machinists the 
world over. 


And when you sell a Lufkin, 

you've won a satisfied cus- 

tomer—no complaints or 

adjustments to put up with 

later. Your profit is “clean cut" 
it's REAL. 


OFH/N 


New York City 











sure methods. Don’t misunder- 
stand me—I did not say that all 
salesmen are of this calibre, but 
there are too many of them for 
the good of the cause. On every 
side there are too many salesmen 
in all lines—too many people who 
want to help the retailer buy. 
Most of the time he is already 
oversold, and there are too few 
who can help him with his selling, 
advertising, and display prob- 
lems. 

This leads me to the thought 
that the wholesaler of the future 
will do something more than sell 
merchandise to the retailer. Some 
way, somehow, he will find a way 
to render a worth while service in 
helping that retailer to sell what 
he buys, both in display and sell- 
ing methods. 


Advertising 


It has been estimated that one- 
third of the selling costs of the 
mass distributors is in advertising. 
Selling costs in the independent 
store are high because they do 
not have the facilities for advertis- 
ing, and man power selling with- 
out advertising is costly. Note if 
you please, the advertising and 
sales policies of the mass distrib- 
utor. They go from one special 
sale or selling event right into an- 
other. They capitalize on every 
season of the year. Their adver- 
tising is prepared by experts, it 
is attractive and it pulls custom- 
ers into their stores. The day is 
already here when the indepen- 
dent must have a, well-rounded. 
and well planned advertising and 
sales program, but he must have 
some help. 

For the past two years the 
hardware industry of this country 
has observed what we have chosen 
to call National Hardware Week, 
the object of which was to make 
consumers more hardware-store- 
conscious, and bring back to the 
hardware store some of the busi- 
ness that has gone into other chan- 
nels. I have talked to a number 
of hardware dealers all over the 
country who have used sales plans 
and advertising prepared by 
wholesalers and manufacturers. 
Some of them have never adver- 
tised before, and they now have 
a new lease on life. They have 


been inspired by what advertising 
can do with the right kind of mer- 
chandise at the right price, and 
by the number of new customers 
who have come into their stores. 

I believe that this movement, 
now started, will gain momentum 
as the years go by, and that the 
wholesaler will be better able to 
render this service by reason of 
the increased volume from such a 
program. I know that this is be- 
ing done in lines other than hard- 
ware, and I wanted this opportu- 
nity to express my personal ap- 
preciation on behalf of thousands 
of independent retailers all over 
the country. 

Most of the successful retailers 
of today are already willing to 
pay for such a service, and thou- 
sands of them are doing it. The 
service could be broadened to in- 
clude window displays and _ inte- 
rior store arrangement and dis- 
play. 

In conclusion, just these 
thoughts: 

I think if I were a wholesaler 
today, or a manufacturer selling 
direct to the retailer, I would sit 
down with myself and ask myself 
some rather serious questions. 
These questions may be more im- 
portant next year than they are 
today. They would be something 
like these: 


Questions for 1940 


1—Are our merchandise offer- 
ings to the retailers to whom we 
sell such as they will be able to 
meet their competition at a profit? 

2—Do the heads of our depart- 
ments, our buyers, and our sales- 
men know as much as they should 
know about our merchandise, and 
the competitive problems of the 
retailers to whom we sell? 

3—Can we shorten our lines or 
reduce the number of items in 
each line without losing business? 

4—Are our salesmen _ fully 
equipped for efficient selling, and 
are they competent to render help 
to the retailers on whom they call? 

5—lIs there in our organization 
a constant study of the needs and 
wants of customers, in order that 
we may know what to select for 
the retailer, and that we may keep 
the manufacturer informed as to 
what he should make? 

6—Is the trade attitude toward 
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Order No. 160-B.C. Vaughan’s Improved CAN OPENEK 
COMBINATION ... BOTTLE OPENER... CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 


























STEINER ELECTRIC 


Makes cutting lawns a pleasure. Snap the 
switch—it’s ready for use. $69.50. Big dis- 
count to dealer. 


Specifications 

MOWER—all steel, noiseless operation. Pre- 
cision ball bearings and precision built. 
REEL—5 b'ades—4 spiders. Adjustable cut- 

. ting height from %” up. Full 
18” cut. WHEELS—solid rub- 
ber, non-skid, 10” diam. 
DRIVE—positive chain, oper- 
ates reel and wheels. MOTOR 
—genuine Emerson heavy duty 
% H.P. Net weg’t. 90 lb. Ship- 
ping wg’t. 130 lbs. 


Electric 


STEINER POWER GASOLINE MOWER 


New Streamlined 1940 Wheel Type. 18” 
cut: $75.00; 20” cut: $85.00. 


Specifications 
ENGINE: Briggs & Stratton % H.P. safety rope 
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starter, hand throttle. CUTTING WIDTH No. C-018 18” 
18”. No. C-020—20”. CUTTING CAPACITY 1 to 2 

acres per day. CUTTING RANGE: %” to 1%”. $75.00 

DRIVE—all chain driven. BEARINGS: 4 

Roller bearing in wheels—ball bearings 20” 

in reel and bracket supports. GAS CON- 

SUMPTION: % gal. per 8 _ hours. $85.00 

GRADES: up to 25%. FINISH—light ° 


green with black solid rubber tires 
10%". We’t. 18”—150 Ibs.; 20”—170 
lbs. Mfge’d and guaranteed by— 


STEINER PRODUCTS CORP. 
2554 N. Grand Bivd. 
St. Louis, Mo. 


Gasoline 




























Our extensive line of ready to nail Herse, Mule, 
and Bronco shoes is growing in . vw 
fit the average without lon—per- 
feetly balanced and shaped. Ne turning heels or 
welding calks. Nail holes are clean, 

tapered, and spaced. Tough, strong, long wearing. 


— Write for information. — 
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Small inventory 
meets all needs. 


The attractive, sales- 
building, three-color 
display board shown 
at right will be fur- 
nished FREE with 
orders for one of 
each of the Drake 
“Automotive” Solder- 
ing Irons. 








There is a Drake Soldering Iron to meet 
every need — designed especially for the 
requirements of the hardware trade. 
Three groups of irons give a dealer a 
complete stock with a small inventory. 
The three Drake ‘‘Automotive” Soldering 
Irons shown on the board above have a 
total list price of only $6.00. They are 
constructed with highest quality 
Nichrome elements, are fully nickel 
plated and have specially designed radiat- 
ing fins to keep handles cool. They come 
complete with 6 ft. heater cord, rubber 
plug and 7 in. stand. Get further infor- 
mation from your jobber or our repre- 
sentative. 


DRAKE ELECTRIC WORKS, INC. 


3656 LINCOLN AVE CHICAGO, ILL 











Profitable for You— 


Best for Your Customer— 
these “Pliers of the Professionals” 


“Hand Form” 
Handles 


— shaped to 
fit the hand 
— provide 
powerful lev- 
erage and 
comfort in 
continual 
hard service. 


Write for the 
New Catalog 
39 











It pays to be head- 
quarters for tools of 
fine quality. Profits 
are good and the 
added prestige brings 
more — and better 
customers. 

When it comes to 
pliers, Kleins are de- 
manded by electri- 
cians and mechanics 
everywhere — they 
accept no substitute. 
They give users the 
benefit of over 80 
years’ experience. 
Their acceptance 
adds to your reputa- 
tion for dependable 
equipment. They pay 
you good profits. 

Make the man 
who demands a good 
plier your customer. 
Stock and sell Kleins. 

Ask your jobber. 


whic Md | EIN & Sons 
Excised 1867 Chicago. SA 
32 ) Belmont Avenue, Chicago, Illinois 
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our company, our policies, and 
our merchandise offerings favor- 
able? If not, why not? 

7—Can we, and do we, predict 
merchandising and business trends 
with any degree of certainty, and 
are we in position to render this 
service to our customers? 

8—Do we know definitely and 
frequently the conditions in the 
field that affect our own particular 
business, and the business of the 
retailer to whom we sell? 

9—Have we done everything 
we can do to reduce selling costs? 

10—Is our competitive position 
getting stronger or weaker? 


The Future 


Looking to the future of the in- 
dependent retailers of America, 
may I say this in conclusion. I 
refuse to believe that independent 
retailing, and with it, wholesaling 
will pass out of the picture. In- 
dependent retailing in this country 
will continue to be profitable to 
these who know how to operate 
a store efficiently. There never 
will be in the future an oppor- 
tunity to take a profit from a 
modern, value wise buying public, 
by inefficient and uneconomical 
methods, either in retailing or 
wholesaling. 

Greater success will come when 
a rising generation sees what it 
takes to make a profit in the retail 
business, and brings new life, new 
vigor, and new viewpoints to the 
craft. 

There is a growing tendency in 
this country for people to buy a 
goodly portion of their wants in 
their own communities. Particu- 





larly is this true since the parking 
and traffic problem has increased 
in our large cities in the past few 
years. 


He Needs Help 


The retaifer cannot face the 
front alone. He will need help 
from a wholesaler who will not 
only be in position to help him 
with his merchandising problems, 
to see to it that his offerings are 
in line with his competition, but 
with his display and promotion 
problems as well. 

The successful retailer of the 
future will know that he does not 
have, and cannot possibly have 
the buying power of the mass dis- 
tributors. He will know that there 
will always be a number of items 
on which he cannot meet their 
competition. What he needs and 
wants is help and counsel to make 
the best possible use of what he 
has. 

When we think of the future of 
the independent retailer, we must 
naturally consider the wholesaler. 
Just as a retailer can no longer 
operate by stocking up with mer- 
chandise and offering it for sale, 
neither can a wholesaler. Their 
success in the future is interde- 
pendent, and that, gentlemen, is 
your job, and your opportunity. 

If you make the most of that 
opportunity, if you do everything 
in your power to keep this inde- 
pendent retailer in business and 
making money, your field of ser- 
vice will be broadened, your prof- 
its will be increased, and this in- 
dependent retailer, in the words of 
the immortal Lincoln, “shall not 
perish from the earth.” 


Other Fellow Isn’t Perfect 


RDINARILY the driver of an 
automobile has a legal right to 
assume that other drivers will act 
carefully and obey the motor vehi- 
cle laws. The Supreme Court of 
New Hampshire, however, thinks 
that every driver should allow for 
the faults of other drivers. 
“While ordinarily a person may 
rightfully assume that others will 
act carefully,” says the court, “he is 
not ‘entitled to assume that their 
conduct will be perfect. It is com- 
monly understood that there are 
some automobile operators who act 


‘with less than normal propriety.’ 
Charged with a realization of this 
fact, a motorist, under certain con- 
ditions, may be required to antici- 
pate and provide against that occa- 
sional negligence which is one of 
the expectable incidents of highway 
traffic.” 

In short, it is good law and good 
sense to rely on your own driving 
carefulness and not on the other 
fellow’s. Employers might avoid 
some headaches by impressing this 
on drivers of trucks and other mo- 
tor vehicles used in the business. 
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(CHICAGO) 
DOOR SPRINGS 











The for 
Reliance Single Acting Doors Chicago 
hung with 


springless hinges 
The “Chicago” and 


“Reliance”? Door 
Springs have all parts 
fastened together, so 
they are never mis- 
placed. They require 
no special tool to apply 
the tension. The Re- 
liance is exceptionally 
heavy and more power- 
ful than other types of 
greater length. 





Type 270 


Type 280 


Spring Hinges for every requirement. 


Chicago Spring Hinge Compann. 
CHICAGO NEW YORK 
U. S. A. 
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ADJUSTABLE’ p> LP 


GREATEST IMPROVEMENT IN FISHING 
ROD CONSTRUCTION IN OVER 25 YEARS 


Simply by loosening and tightening a set-screw—ADJUSTABLE 
NU-GRIP can be turned from side to side to the exact position 
where it fits any individual naturally and comfortably, irrespec- 
tive of big or small hand, long or stubby fingers, right or left 
hand casting. Get with GEP in 1940 and enjoy another profit- 
able fishing rod year. Send today for new 32-page catalog—see 
your jobber at once about the initial stock you should carry. 


£. SEND FOR NEW CATALOG 


GEPHART MFG. eae 228 W. Illinois St., Chicago 

Please send me your new catz alog and complete 
details ebewt ADJUST? ABLE NU-GRIP and the 
entire GEP LI 
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FASTER SALES 

wi FREE 
yy ERK 
DISPLAY 


(GIVEN WITH THE PURCHASE 









OF A DOZEN PADLOCKS) 


Here’s a proved sales maker . . . 
proved by thousands of dealers who 
are making more money with this 
permanent display. Put Master’s 
fastest sellers out where your cus- 
tomers can see and appreciate their 
greater strength, security and value. 
The 12 locks displayed, retail for 1oc to 
$1.25, but cost you only $4.07 
Pe ne ...with the display panel in- 
Low: cluded entirely Free! Get this 
Line B | sales-producing a 
MASTER) | Order from your Jobber. 


ot 
A eo” 


Master Jock (0. 






7 Fi a eel ee 
Worlds fangert Exclurive Padluck Manufaclurerd 


MILWAUKEE, WIS., U.S.A. 
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Father Tells "Em! 


(Continued from page 40) 


thing, you'll get out and earn your 
own living. When does this fool 
co-operative group meet? I'll go 
up and give ’em a piece of my 
mind! It’s all right for ’em to 
sell groceries and gasoline but 
when they try to horn in on insur- 
ance they’re treading on dangerous 
ground. Just a bunch of Com- 
munists, that’s what they are! 

Georce: Did I ever tell you the 
one about the man whose ox was 
gored? 

FATHER: That’s enough from 
you. 

Jim: Please pass the waffles. 

GEorGE: Boy! Look at that guy 
eat! Say, if you marry that fat 
gal you take out in the car, it’s 
going to be a consumer’s union for 
fair. 

Jim: Oh, shut up—and be more 
respectful of your betters. The 
young lady to which you refer 
happens to be very intellectual and 
we discuss the larger problems of 
life. 

Georce: Well, she may be in- 
tellectual but, brother, you weren’t 
doing no discussing when I saw 
her with you in the car parked 
down Elkins lane! 

MoTHER: Stop it, George! 

IRENE: Speaking of the car, 
Dad, you need a new battery. I 
think you’d better get a Willard. 

Motuer: I certainly wouldn’t 
get a Willard. Consumers Re- 
search lists it »as “not recom- 
mended.” Here it is right here in 
their 1939 Annual Bulletin. 

IRENE: But, Mother, that can’t 
be so. Consumers Union lists it 
as “best buy.” I read it last night. 

FatHer: Well, which one is 
right? Am I supposed to be towed 
until those birds get together? 

IRENE: I can’t understand it. I 
use Consumer Union Reports in 
my classes right along, but I 
recommend Consumers Research 
too. 

FaTHER: One of ’em must be 

wrong. Who does the testing? 

Mortuer: Why I don’t know. 

They never say. 

IRENE: They have sources. 

FaTHER: Yes, but what sources. 

InENE: We may do some of the 

testing for them. I often have my 


class rate canned peaches or pine- 
apple and send the result of the 
test to both. 

FatuHer: Well if I’ve got to de- 
pend on the girls in your home 
economics class to test automobile 
batteries for me, I’m afraid I'll 
wait a long while. Guess I'll buy 
a Willard. 

Jim: I suppose you want a Wil- 
lard because you read their adver- 
tisements. A pack of lies. 

FATHER: Yes, son, I have read 
their advertisements but in addi- 
tion to that I’ve used Willard 
batteries for years and they’ve 
never let me down. The makers 
are proud enough of ’em to put 
their name on ’em and I know 
what I’m getting. 

Jim: There you go, falling for 
advertising. What we need is a de- 
partment of the consumer in 
Washington to protect the masses 
against the massin-machin-well 
against the manufacturers. 

Georce: Don’t try to use $2 
words with a $1 mind. 

Jim: Keep still, infant. A bunch 
of us at the University are going 
to write our Congressman and 
Senators that consumers must 
have representation in govern- 
ment. 

IRENE: Jim’s right. A lot of 
teachers I know are doing the 
same. 

MotuHeRr: We had a speaker at 
the club last week who told us that 
we should, too. He gave us a form 
letter to use. 

Greorce: By the way, Mother, 
who is our Congressman? 

MorTHER: Why, ah (hesitates) 
why I don’t quite remember. 

GeorcE: Going to be hard to 
write to him then, won’t it? I'll 
leave out my beloved brother be- 
cause he and his precious fellow 
students aren’t old enough to vote 
anyway and Congressmen know 
that. But you, my ancient sister, 
out of your scholastic wisdom, 
you give me the name of our 
Congressman. 

IRENE: Well, of course, I don’t 
recall his name but I’m sure I can 
find out. Somebody must know. 
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GeorceE: Sure. The poor masses 
you've been hollering about know. 
They get out and vote and get 
their babies kissed in the bargain. 
But it’s funny they haven’t asked 
for a consumer’s department. 
Have you told them that you are 
going to protect them from their 
ignorance? They'll love that! 
Throw you out on your precious 
ear, I'll bet. 

Mortuer: But it’s not only the 
masses, Son, unless you include 
your mother as one. After all, I 
do read advertising and I do 
think it is necessary. Some of it 
seems silly to me but that’s per- 
haps none of my business. I do 
often wonder, though, why manu- 
facturers can’t give us more in- 
formation in their advertising and 
on their labels about the things 
we buy. 

FaTHER: Sorry I’ve got to break 
up this debate on the fate of the 








nation but it’s 8:10 and, un- 
fortunately, I have to earn the 
money to pay your club dues, 
Mother, and your tuition, Jim, 
and your pocket money, George. 
Irene, you pay your own way, but 
sometimes I think you forget that 
it’s business and business men 
who, through taxes, pay your 
salary; so I’d go a little slow on 
remaking the world until you've 
got the answer as to who'll pay 
you when you've killed off busi- 
ness. Anybody willing to ride 
down with a capitalist? I don’t 
know about you consumers. After 
all, I’m driving an advertised 
Ford, on advertised Silvertowns 
with advertised Esso in the gas 
tank. To be consistent, you ought 
to take off your shoes and walk as 
your ancestors did before we had 
this curse of advertising. 

IRENE, GEORGE and Jim: Wait a 
minute, Dad; we'll all ride. 





“Short” in 


N employer may discharge an 

employee because of suspected 
dishonesty, but unless he can prove 
it in court, he will save himself 
money and trouble by keeping his 
suspicions discreetly to himself. 

After a driver, who collected 
money for his employer, was dis- 
charged, certain other employees 
stated to customers that he had been 
“short.” 

Because of this the discharged 
employee sued his former employer 
for slander. Ruling that he had 
been impliedly charged with dishon- 
esty, the court said: “It is quite true 


Accounts 


that the word ‘short’ may not al- 
ways impute dishonesty or crimi- 
nality, but it is likewise true that 
it may be so used. As used in this 
case and as it was understood, it 
did imply and charge the discharged 
employee with dishonesty. Where a 
person is employed to sell merchan- 
dise and collect therefor, and turn 
in his collections to his employer, 
to charge that he is ‘short’ is to 
impute dishonesty.” 

Better say that “Mr. Jones isn’t 


with us any more” and let it go at 
that! 
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HOW LONG WILL 
IT RUN? 


The Dexter Co., Fairfield, 
Iowa, is testing a Dexter washer 
in this unique manner to de- 
termine the sturdiness and sta- 
bility of its mechanism. The 
washer was officially started and 
locked in its steel cage at four 
o’clock, Tuesday, June 4, 1939. 
It must run without aid of ad- 
justments, oiling or repairs and 
is carrying a 20 per cent over- 
load of clothes and water. It is 
destined to run until it stops. In 
a year it will have run contin- 
uously 8,760 hours which is 
equivalent to more than 84 
years of actual service in the 
average home. 
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Gato Gil FOOLS 
ROTARY GARDEN MULCHER 
...@ popular Spring Seller 


Cultivator 








**‘NORCROSS” 


Here’s the popular No. 10-N 
Garden Grower that sells on sight when properly 
displayed. Handsome, “sturdy, highest quality con- 
struction . . . it saves the back-breaking drudgery 
of home gardening . . . appeals to both men and 
women. It’s equipped with the finest attachments 
ever furnished with an implement of this type. 
Reasonably priced 


No. 10-B “BUSHNELL” 
Garden Grower 


Cultivator 
Mulcher A 









Weeder 
3 Tool 4 ~' ew | size, 
ea thine at © 
populer 
price. 


Order BOTH Garden Growers from your 
wholesaler before the Spring gardening sea- 
son starts 4n your locality. It will mean 
plus business for you. 





A COMPLETE LINE 
=D 
Hand Cultivators, Lawn Weeders and 


Dandelion Pullers . . . full range of sizes 
. . styled and priced to 
LL. 


= 





a ML 











ASK YOUR 
“INDEPENDENT” JOBBER 


C. S. NORCROSS & SONS 


Bushnell . . . . . Iiinois 
“Quality Garden Tools Since 1891” 
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Ace Hardware Corp. Ace Conven 
tion meeting, exhibit, banquet, and en 
tertainment. January 22, 23 and 24, 
1940, at company headquarters, 1319 S. 
Michigan Ave., Chicago, III. 


Alabama, The Retail Hardware As 
sociation of, convention and_ exhibit, 
May 14-16, 1940, at the Tutwiler Hotel. 
Birmingham, Ala. J. H. Crowe, 410 
N. 21st St.. Birmingham, is association 
secretary. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Me 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers 
association. 


American Hardware Supply Co. 
Spring Merchandise Show, meeting and 
banquet. January 29 and 30, 1940, at 
the company headquarters, 41 Terminal 
Way, South Side, Pittsburgh, Pa. 


Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 19-24, 
1940, at Little Rock. Headquarters and 
sessions at Marion Hotel. Exhibit at 
J. T. Robinson Memorial Auditorium. 
George L. Turner, 322 E. Markham St., 
Little Rock, is association secretary. 


Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment. February 22, 
1940, at the Boston City Club Ball- 
room, Boston, Mass. 


California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-19, 1940, at the Hotel Whitcomb, San 
Francisco. LeRoy Smith, 417 Market 
St.. San Francisco, is association sec- 
retary. 


Carolinas, Hardware Ass‘n of, June 
11-13, at the Francis Marion Hotel, 
Charleston, S. C. A. R. Craig, 407-11 
Commercial Bank Building, Charlotte, 
N. C., is secretary-treasurer. 


Connecticut Hardware Association 
convention, Feb. 21-22, 1940, at the 
Hotel Taft, New Haven, Conn. Charles 
F. Freeman, Branford, Conn., is asso- 
ciation secretary. 


104 





Coming Conventions 
and Kwvents 


Corrected each issue 
according to latest data 


Georgia Retail Hardware Associa 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 
not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
tary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 
City, is secretary-treasurer. 


Housewares Show of the House 
Furnishing Manufacturers Association 
of America, Room 628, Palmer House, 
Chicago, IIl., will be held Jan. 7 to 13, 
1940, at the Palmer House, Chicago, III. 


Housewares Show of National 
Housefurnishing Manufacturers’ Asso- 
ciation, 228 N. La Salle St., Chicago, 
will be held Jan. 7 to 12, 1940, at the 
Stevens Hotel, Chicago. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 
1940, at the K. C. Hall, Springfield. 
C. G. Gilbert, 1155 Merchandise Mart, 
Chicago, is association secretary. 


Indiana Retail Hardware Associa- 
tion, convention and exhibit, Jan. 30- 
Feb. 2, 1940, at Indianapolis. Sessions 
and exhibit at Murat Temple. Head- 
quarters, Hotel Lincoln. G. F. Sheely, 
915 Security Trust Bldg., Indianapolis, 
is association secretary. 


Intermountain Hardware and Im- 
plement Dealers’ Assn. convention, 
Feb. 14-16, 1940, at the Bannock Hotel, 
Pocatello, Idaho. E. Bell, 211 S. Ninth 
St., Boise, Idaho, is association secre- 
tary. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 6-9, 1940, 
at Des Moines. Sessions at Hotel Savery. 
Exhibit at Coliseum. Philip R. Jacob- 
son, Mason City, is secretary. 


Kentucky Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 23-25, 1940, at the Seelbach Hotel, 
Louisville, Ky. J. M. Stone, 1009 Seel- 
bach Hotel, Louisville, is association 
secretary. 

Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 
sociation secretary. 

Marshall-Wells Company. Asso- 


ciate Congress at Duluth, Minn., on 
Jan. 29, 30 and 31, 1940; at Portland, 


Ore., on Feb. 12, 13 and 14; at Spo- 
kane, Wash., on Feb. 5, 6 and 7; and 
at Billings, Mont., on Feb. 19, 20 and 
21. Clerk schools will be held in 1940 
at Duluth, Minn., on Feb. 5, 6 and 7; 
at Portland, Ore., on Feb. 19 and 20; 
and at Spokane, Wash., on Feb. 12 
and 13. 


Michigan Retail Hardware Associa- 
lion, convention and exhibit, Feb. 6-9, 
1940, at Detroit, Mich. Sessions and 
headquarters, Statler Hotel. Exhibit, 
Convention Hall. H. A. Daschner, 1112 
Olds Tower Bldg., Lansing, Mich., is 
association secretary. 


Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 
10-11, 1940, at the Markham Hotel, 
Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 


sociation secretary. 


Missouri Retail Hardware Associa- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Louis. L. C. 
Kreh, 2861 Gravois Ave., St. Louis, is 
association secretary. 


Mountain States Hardware and 
Implement Association, Jan. 15-17, 1940, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder, 


Colo., is association secretary. 


National Contract Hardware Ass’n 
will meet in Chicago, Ill., Sept. 24-26, 
1940. 


National Retail Hardware Asso- 
ciation, 4lst annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Associa- 
tion, Jan. 30-Feb. 1, 1940, convention 
and exhibit, Omaha. Sessions and head- 
quarters at Hotel Rome. Exhibit at 
Municipal Auditorium. Edward C. Her- 
manson, 325 Insurance Bldg., Lincoln, 
is association secretary. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27- 
29, 1940, at Statler Hotel, Boston, Mass. 
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LAWN MOWER 
SHARPENING 
SERVICE 


THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Wardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side). COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the Ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 


702 BELL ST. © PLYMOUTH OHIO 















| red sponge rubber balls mounted 











| @ No. 750X 
JACK SET 


Fast Moving Toys 
for Spring 


LAWN MOWER: Equipped with 
rubber wheels, all metal parts of 
steel, handle and roller of wood. 
Length 32”, spring clicker actu- 
ated when wheels turn. Brilliant 
colors give it great sales appeal. 
A great value at 50 cents retail. 


GARDEN SETS: Rake, Shovel 
and Hoe, finished in red, green 
and blue with contrasting colors 
on metal parts. Four sizes re- 
tailing at 10¢, 25¢, 50¢ and $1.00 
per set. 


JACK SETS: 





@ No. 572 
TOY LAWN MOWER 





Jackstones and ‘TTT 


on colorful cards of various 


. _ styles. Seven, eight 
eas? 





and ten jackstones to 
the card. Retail prices, 
5 cents per card. 


ORDER FROM YOUR JOBBER 





ARCADE MFG. CO. 
1201 Shawnee St., Freepor?, Ill. 


ARCADE # TOYS |! 











Follow the LEADER 
in ‘Want Ad” Advertising— 


In every trade there is always a leader. \|n 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after years HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
39 West 39th St.. New York City 

















“Coffee Cheers You Up!” 


This thrilling slogan keynotes the big nation-wide coffee adver- 
tising campaign now in progress. And here’s another slogan 
that telis in 8 words why CORY Glass Coffee Brewers put over 
a 60% sales increase in 1939, and are headed for new highs in 
1940— 


Coffee tastes its Best 
when it’s CORY-Brewed 


CORY -Brewed coffee is rich and smooth. Using finely ground 
coffee, the true coffee flavor is extracted in a brief brewing 
period, limited to 3 minutes by the efficiency of CORY filtering. 
CORY-Brewed Coffee never boils; never touches metal. 


Always sold complete 


CORY Brewers are years ahead 
in beautiful streamlined design. 
Wide neck; easy to clean! Firm 
standing! 


Among the |! patented and ex- 
clusive CORY Features are 
matched fittings—given with the 
brewer and not charged for as 
extras. They include: Hinged 
Decanter Cover; Dual-purpose 
Stand-Cover for upper glass; 
Measuring Cup. Two SPEEDY 
FILTERS brew superb coffee and 
tea, untouched by metal. 


WRITE for CATALOG 
) Showing the New Models 


Three sizes of CORYS fill all 
needs. Big profits from small 
stock. 


GLASS COFFEE BREWER CORP. *enc.weins* 














1940 


JANUARY 11, 
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Today's Greatest 
Lantern Value 


Outshines—Outlasts—Outsells them all— 
because it employs scientific air flow design 
inside and out and utilizes the newest prin- 
ciples of construction and combustion. 

Add these Six Selling Features to its good 
looks and you can fairly hear the cash 
register ring: 

(1) Wind Proof; (2) Rising Cone for Easy 
Lighting; (3) Automatic Standing Bail; 
(4) Reinforced for Extra Strength; (5) Lift 
Lever Designed for Added Convenience; 
(6) Leak Proof Rust Resisting Bottom. 





This unique two color 
window and counter 
display 21 Inehes 

























Lan 
sight’. 


EMBURY MFG.CO 
WARSAW. NY. 



















Hubert A. Meier, 140 Federal St., Bos- 


ton, is association secretary. 


New York State Retail Hardware 
Association, convention and_ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. Nicholas H. 
Kiley, 508 Hills Bldg., Syracuse, is 
secretary. 


North Coast Hardware and Imple- 
ment Dealers’ Association convention 
about Feb. 22 at the Multnomah Hotel, 
Portland, Ore., Theo S. Coy, Olympic 
Hotel, Seattle, Wash., is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-16, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 


Oklahoma Hardware and Implement 
Association, convention and_ exhibit, 
Feb. 6-8, 1940, at Municipal Auditorium, 
Oklahoma City. Charles F. Nelson, 301 
Key Bldg., Oklahoma City, is associa- 
tion secretary. 


Pacific Northwest Hardware & Im- 
plement Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Panhandle Hardware and Implement 
Association, convention and_ exhibit, 
Jan. 29-30, 1940, at ‘the Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Can- 
yon, Tex., is associatjon secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 


ciation secretary. 


Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 19-21, 1940, at Long Beach. 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 
J. V. Guilfoyle, 1126 Rives Strong Bldg., 
Los Angeles, is association secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 


Northern Wholesale Hardware Co., 


109 S. E. Salmon St., Portland, Ore., 
17th annual convention and merchandise 












show at the Woodmen of the World 
Hall, Portland, Feb. 18-20, 1940. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ association. 


Tennessee Retail Hardware Asso- 
ciation, convention and exhibit, Feb 
6-7, 1940, at the Hotel Andrew Jackson, 
Nashville. R. K. Boswell, Box 68, Chat- 


tanooga, Tenn., is secretary. 


Texas Hardware and Implement As- 
sociation, convention and exhibit, Jan. 
23-25, 1940, at the Hotel Adolphus, 
Dallas, Tex. 


Triple Mill Supply Convention, 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 

Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundro, Jr., Scottsville, Va., is sec- 
retary. 

Western Retail Implement and 
Hardware Association, convention, and 
exhibit, Jan. 16-18, 1940, at Kansas 
City, Mo. Headquarters, Hotel Presi- 
dent. Exhibit, Municipal Auditorium. 
Frank H. Spink, Kansas City, Mo., is 
acting secretary-treasurer. 

West Virginia Hardware Associa- 
tion, convention, Feb. 21-22, 1940, at 
the Frederick Hotel, Huntingdon, W. 
Va. H. B. Clower, Oak Hill, is associa- 
tion secretary. 

Wisconsin Retail Hardware Associa- 
tion, convention and exhibit, Feb. 6-9, 
1940, at the Auditorium, Milwaukee, 
Wis. H. A. Lewis, Stevens Point, is 
association secretary. Geo. W. Kornely, 
3374 N. Green Bay Ave., Milwaukee, is 
exhibit manager. 


Capitalizing on Tourist 
Trade 


Merchants of St. Cloud, Minn., 
believing that many people on vaca- 
tion like to come to a city, even 
when they are enjoying a vacation 
at some lake, are conducting a news- 
paper advertising campaign this 
year inviting tourists to visit St. 
Cloud for a few days. Many stores 
profit from vacationist trade directly, 
and many others indirectly. 
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Get the most sport and fun from hunt- 
ing this Fall by equipping yourself at 
Zweck-Wollenburg Co We carry a full 
line of rifles, shotguns, ammunition, 


121-123 Front St. 





HUNTING STARTS SUNDAY 


GUNS OUTDOOR EQUIPMENT 





Get Everything Ready Now! 
Make This Store Your Hunting Headquarters! 


hunting clothes, decoys, calls, traps 
and camp equipment. Everything first 
quality at genuinely low prices. Let our 
salesmen help select your outfit. 


SHELLS 


ZWECK-WOLLENBURG CO. 


“Hunters Headquarters” 
Beaver Dam, Wis. Tel. 20 





TRADE MARK REG 














Here’s the hardware ad that attracted hunters. 


Hardware Ad on Hunter’s Page 


APITALIZING on the begin- 
ning of duck hunting season, 
the Zweck-Wollenburg Hardware 
Co., Beaver Dam, Wis., published a 
three-column, 8-in. advertisement on 
a special hunter’s page in the Beaver 
Dam Daily Citizen recently and got 
very good results. 
The ad layout showed a man and 
woman getting ready to go hunting, 
each with a dog. Copy said, “Hunt- 


ing Starts Sunday. Get everything 
ready now. Make this store your 
hunting headquarters. Get the most 
fun from hunting this fall by equip- 
ping yourself at Zweck-Wollenburg 
Co. We carry a full line of rifles, 
shotguns, ammunition, hunting 
clothes, decoys, traps and camp 
equipment. Everything first quality 
at genuinely low prices. Let our 
salesmen help select your outfit.” 


Keeping Out Peddlers 


BUSINESS organization in a 

New Jersey city sent its de- 
livery truck to a nearby city where 
the driver sold and delivered mer- 
chandise to customers. The city in 
which these sales from the truck 
were made had an ordinance re- 
quiring a license for the sale of any 
commodity or the soliciting of any 
business on the streets of the city. 
The driver of the truck was prose- 
cuted under this ordinance and was 
convicted of violating it. 
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The city ordinance had been en- 
acted under the authority of a state 
statute governing peddlers and 
itinerant vendors of merchandise. 
The Supreme Court of New Jersey 
sustained the conviction for viola- 
tion of the ordinance and to the 
argument that the driver of the truck 
was not a peddler, said: “One who 
sells in the streets to all comers and 
without ringing the doorbells of 
houses is none-the-less a peddler.” 


Look for the 


ARMSTRUNG BROS. 








@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 
“metal belt lacing that can be put on with 
a hammer.” 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Alli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, has 
brought about this remarkable acceptance 
for Alligator. 

Don't let this profitable business get 
away from you because you can't deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 


: 1 Just a hammer to apply it 
| 






Drives straight. Compression 
grip protects belt ends. 
Smooth on both faces. Em- 
beds in belt. Rocker hinge 
pin. Joint easily separated. 


Write for Handy Size Chart 


ALLIGATOR 


U.S. PAT OFFICE 


STEEL BELT LACING 





_ drm-and-Hammer 


Improved > 


PIPE 
CUTTERS 


The Drop- Forged and 
“Combination” Pipe Cut- 
ters can be used as a 1 
or 3 whebl cutter. All are 
improved cutters, accu- 
rately made with hardened 
steel pins and rollers. 
Thrust rods of ‘Saun- 
ders” type cutter are 
hardened at the point and 
bear on embedded, hard- 
ened steel block. On 
“Barnes Type” the thrust 
is taken up by drop- 
forged steel sections. Parts 
are interchangeable with 
other standard makes. All 
are Cadmium Plated. 


ARMSTRONG BROS. 
Knife Blade Cutter 
Wheels cut much faster 
and easier, hold their keen 
cutting edge for they_are 
made of Vanadium Tool 
Steel, heat treated, hard- 
ened, and cadmium plated. 


rite today for Cat- 
Wien C39, the most 
complete line of Pipe 
Tools made. 



















ARMSTRONGBROS. TOOLCOMPANY 
''The Tool Holder People'’ 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York San Franelseo Londen 
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Joe Freeman, 
veteran hard- 
ware salesman 
of the North 


Here’s the amphibian that carried Mr. Freeman and his 
many sample cases on the 7000-mile trip over Alaska. 
Mr. Freeman is at the right and the pilot at the left. 


Alaska Goes Modern 


HE demand for hardware 
and allied lines in Alaska is 


a real barometer of civiliza- 
tion’s strides in that country, 
says Joe Freeman, veteran Alaska 
representative of American 
wholesale hardware distributors. 
Some time ago the Anchorage 
Daily Times, Anchorage, Alaska, 
published an interview with Mr. 
Freeman in which it was stated 
as follows: 

“Civilization is making deep in- 
roads in Alaska and ‘America’s 
last frontier’ is now using pad- 
locks on cabins, caches, tool chests 
and sometimes outhouses. 

“Mr. Freeman said that when 
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Time was when style in hardware 
meant nothing to Alaskans, but it’s 


not that way now, says Joe Freeman 


he first started traveling in Alaska 
selling hardware he rarely had a 
call for padlocks but that now as 
many padlocks are sold each year 
in Alaska as in the entire city of 
Seattle and its suburbs. . . . ‘Fif- 
teen years ago the folks of the in- 
terior used plain glass knobs on 
the drawers in their cabins but 
they are losing out now,’ Mr. Free- 
man said. “The old timers are 
asking for the latest style knobs of 
chromium with modernistic and 
tricky designs. 

“Instead of just something to 


grab onto for a door knob, they 
are calling for modernistic door 
handles, door plates, colored glass 
knobs and modernistic front door 
locks.’ 

“Mr. Freeman recalled the good 
old days when a salesman could 
travel through the country with a 
light pack of catalogs showing 
padlocks, door handles, drawer 
knobs and other hardware items 
and have no difficulty in filling 
orders. 

“But today it is necessary to 
carry a complete set of parapher- 
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Dealer Display 
Cabinet 
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Minimum investment for a complete range 
of sizes in proven merchandising unit. 
You sell from your display. 

Complete stock in attractive hinged glass 
cover display of taps and dies, plus taper 
pin reamers, screw extractors, tap 
wrenches and die stocks. 





Quantities of a size graduated according 
to saleability. 


Cash in on potential tap and die sales 
the 1940 way. Write today. 


HENRY L. HANSON 


Worcester, Mass. 


























There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 


»»» 
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nalia to meet the demand for the 
very latest designs in hardware 
gadgets. 

“*They are even particular 
about the color of the hardware 
and want it to fit in with the color 
scheme of their homes,’ Joe said. 

“It has even gone so far that 
the old corrugated roof is not in 
demand the way it used to be. In- 
stead, the old timers are calling 
for the hexagon designs in pre- 
pared shingles, with a_ color 
scheme planned as carefully as the 
the Duchess of Windsor’s bou- 
doir.’ ” 

In a letter to HARDWARE AGE 
Mr. Freeman says, “Although the 
population is only about 60,000, 
I will venture to say the amount of 
hardware sold in that country 
would be equal to that sold in a 
city of 150,000 or 200,000 popula- 
tion outside. Hardware sales in 
Alaska are on the increase due to 
the expansion of mining activities. 
I believe I am safe in saying they 
have increased about 40 per cent 
since I first came up here. 


Many Changes Have 
Taken Place 


“Il have seen a great many 
changes since my first trip to 
Alaska. For instance at that time 
traveling was done by boat, rail 
and dog teams. Today boat, rail, 
airplane and automobile trans- 
portation are used, the latter not 
so extensively as comparatively | 
few towns or trading posts are ac- 
cessible by car.” 

When he was a hardware sales- 
man he covered “Towns and trad- 
ing posts from Cordova to Kotze- 
bue, the Yukon and Kuskokwim 
River points being made by 
*planes or boats, the first boat on 
the Yukon being some time in 
May after the river was clear of 
ice, the last one some time in 
September when ice began to cur- 
tail boat traffic. On the Kuskok- 
wim River the boats started some 
time during June and stopped dur- 
ing August because of ice. Hence 
the problem in those sections is to 
get orders out in time and to get 
the shipments in before the ice 
closes the river which is the only 
means of getting freight into this 
section. It is also necessary to 
know the requirements for mer- 








FOR YOU— 


VLCHEK 


BALL PEIN HAMMER 


@ A hammer so attractive that to 
display it is to sell it. 


It's ‘made of special hammer 
steel—Japanned finish with pol- 
ished face and pein. Handle is of 
select hickory. 


In eight sizes with weight of 
head from 4 oz. to 3 lbs., and over- 
all length from 12” to 17”. A ham- 
mer for every customer need. 


Ask for catalog and prices. 


THE VLCHEK TOOL CO. 
3001 E. 87th St. Cleveland, O. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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Specified by the 
electrical and 
building trades, 
contractors and in- 
dustrial buyers be 
cause they are bet 
ter toggle bolts in 
every detail. Paine 
Spring Wing Tog- 
gle Bolts press 
through smallest 
hole, spring open 

















the instant clear- 
ance is made. 
Never catch or jam 
on rough, irregular 
surfaces. Self- 
bracing, they lock 








thread when fully 
tightened. For an 
chorage in any ma- 
terial, there is no 











better toggle bolt 
than Paine. 18 











types in 60 sizes. 
Write for complete 









THE PAINE COMPANY 
2963 Carroll Ave., Chicago, Illinoi 
New Vggt Werciows & Sales: 


























arren Street 
all leading Jobbers. 











aL, 
» Supe mol Feature i 
HUILDERS SPECIALTIES 








SLIPKNOT 
- FRICTION - 


TAPE 


Highest in Quality, 


Competitive in Price— 





Attractively Packaged— 


Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Inc. 
CANTON, MASS. 
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chandise for the long period when 
the river is closed. 

“Before plane travel became so 
extensive in Alaska, two or more 
jobbing houses often went to- 
gether, purchasing a small boat 
equipped with living quarters suit- 
able for two or three salesmen. 
Trading posts along the Yukon 
and Kuskokwim Rivers were 
reached in this manner, permitting 
the salesmen to travel night or 
day. 

“Traveling is much better along 
the route of the Alaska railroad 
which runs from Seward to Fair- 
banks—a distance of 471 miles. 
Trains run once a week. As they 
are not equipped with sleepers or 
diners, one over night stop, en 
route, is necessary. This road is 
open the year ’round and is owned 
and operated by the government. 
The difficulty arising in that sec- 
tion is the time required for mail 
to reach the United States and for 
the shipments to reach Alaska, a 
period of two weeks or more. 
There is only one boat, a week 
from Seattle to that section. How- 
ever, rush orders may be wired 
out, in which case the merchandise 
reaches Fairbanks in about 10 
days’ time.” 

Mr. Freeman states that, “To- 
day one finds just as modern 
hotels and residences in the larger 
towns of Alaska as you find in a 
good many cities outside. These ho- 
tels and homes are furnished with 


modernistic furniture and fixtures. 
The interior of Alaska during the 
summer makes one think he is in 
Florida. I have seen the mercury 
reach 102 in Fairbanks in June 
while on the other hand I have 
seen it 60 degrees below zero in 
February.” 

Although Joe Freeman is at 
present in the mining business, he 
hopes to return to the hardware 
field later on. He had the distinc- 
tion of making a commercial 
flight, in a chartered plane of over 
7000 miles, which was at that 
time the longest air trip made for 
business purposes in Alaska. His 
hardware career started with the 
Seattle Hardware Co., Seattle, 
Wash., wholesale hardware dis- 
tributors, by which organization 
he was employed for more than 
20 years. During the World War 
he was overseas for 19 months 
and upon his return managed the 
Tacoma, Wash., office of the Seat- 
tle Hardware Co. Later he took a 
Seattle city territory for the same 
company and then for more than 
10 years traveled in northwestern 
Alaska for the same concern, sub- 
sequently serving the Seattle Hard- 
ware Co. in Portland and then 
again in Seattle. In 1935 he be- 
came a traveling salesman in north- 
western Alaska for Schwabacher 
Hardware Co., Seattle, Wash., 
wholesalers, continuing with that 
organization until Dec. 1, 1937. 





Six-Point Plan Sells Major Appliances 


(Continued from page 34) 


of this plan, people stopping in to 
pay an installment on a major 
item will frequently buy small 
items displayed in the store. Short 
term contracts financed by the 
firm are usually for three months, 
these contracts being offered only 
to people well known at the store. 

Major appliances are displayed 
in the front half of the main floor 
as well as on the second floor. The 
first floor display includes a model 
kitchen which has been instru- 
mental in selling a number of ap- 
pliances. Where advisable, the 
store has blue prints drawn for a 
model kitchen installation by a 
contractor to encourage the sale of 
an entire installation. 


While direct mail material has 
been used frequently in the past, 
the store is now issuing such ma- 
terial with greater frequency and 
in better form. The store now uses 
a Cardvertiser machine, obtaining 
the desired stencils from the 
manufacturer. These cards are 
mailed about once a month to a 
list of about 2,000 customers and 
prospects within 10 miles of the 
store, major appliances and 
smaller appliances being featured. 

The H. P. Brown, Inc., store, 
has a main floor 100 ft. long and 
20 ft. wide, the second floor ap- 
pliance display being about 65 ft. 
long. ; 
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With The Chore Giri winning 
new friends every day and the 
register ringing up repeat 
sales 


The CHORE GIRL is a tireless worker—for you and 
for your customers. Especially during this busy winter 
season when roasting, baking and frying make cleaning 
of broilers, pots and pans particularly difficult. 


Put The CHORE GIRL out front where folks will be 
sure to see her and you'll hear your cash register play- 
ing a merry tune of profits. 


And remember— The CHORE 
GIRL is sold only through legit- 
imate channels. Order from your 


jobber. 


METAL TEXTILE 
CORPORATION 


Orange, N. J. 


Feed “hope 
HOUSEREEPING 
SE om 


















A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
i ment inserted in four issuee of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 





"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


| Just another example of how the classified sec- 
tion ofp HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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ARE VOU, TING YOUR SHARE 


of Profitable Wheelbarrow Wheel Business? 


When any demand moves 
up and up, that’s the 
time to cash in. That’s 
why you should give at- 


tention to the sweep 
toward rubber tired 
wheelbarrow wheels. Considered a 
novelty a few years ago, pneumatic 
tired wheelbarrow wheels have be- 
come a necessity. They reduce 
effort, increase work, avoid fatigue. 
— — A —a- the small 
cost of modernizing the thousands 
of barrows used in your territory. HEAVY DUTY WHEELS 
with 4.00 x 8” Tire with 
inner Tube, in 2 or 4 ply, 
= Plain or Roller bear- 











The BEST and EASY-TO-SELL 


Write today for our catalog and 
prices on every type of wheelbarrow 
wheel and a complete range (4%” to 
20” diam.) of solid and pneumatic 
tired wheels suited to a thousand 
and one duties. Make these ee 

a live part of your line. They wi 
YARD & GARDEN deliver a generous return for your 
BARROW WHEEL | efforts. 





Your Inquiry Will Command a Prompt Reply 
FRENCH & HECHT, INC. 


Wheel Builders Since 1888 
601 EAST THIRD STREET, DAVENPORT, IOWA 


| AIR-TIRED WHEELBARROW WHEELS 



























ROBERTONZ ELECTRIC 


LAWN MOWER Pulls Itself 





















4 ROBERTON MANUFACTURING CO., 
b peo HA., Michigan City, Indiana. | 
entlemen: 
i Without obligation show me how Roberton can help me make extra profits all | 
Qs spring and summer. : 
Baas am mes ses ees ee eh OA 
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Brilliant New Cans 
for Iron Glue 














BOUGHT BY MILLIONS every year in 
the big 10c bottle, Iron Glue now comes 
in new, brilliant red, yellow and black cans 
that have what it takes to get attention 
and build sales. These new “‘elephant”’ cans 
are advertised regularly to your customers 
in Life, Saturday Evening Post and other 
national magazines. Sizes from %-pint to 
1-gallon, priced right. Ask your jobber, or 
write giving jobber’s name, for full details. 
THE MeCORMICK SALES CO. 
420 Light St., Baltimore, 
In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 
















SpeedWay, for 30 years lead 
ing Tg ag of industrial 
. now brings the 
Soodware trade its first com- 
efoto line of quality electric tools fe 
the home workshop that: Is Priced t 
sell in volume in every community . 
. « Carries a tub 
which - too!) 
is correctly des: lgned, ‘J correct 
full one and powered by a specially 
wound —_ torque ‘ay tool mote 
d finished 
tone (blue and A white metal) ac- 
tually the thousands on thousands of these tools have 
a since they first were introduced late 
an. 





Orili Stand takes cither Drill or 
Grinder | 


Bench Grinder complete with 
moter, 2 wheels, rubber feet, carry- 








Circulars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 


W)__1836 S. Sind Ave., Cleore, ii. 
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R. E. Dietz Co. Celebrates 
a Century of Progress 


(Continued from page 78) 


general manager of the company 
in 1936. 

Many of the rank and file of 
the more than 400 people now 
employed at the New York City 
headquarters and the Syracuse 
plant are veterans of many years’ 
service in the Dietz organization. 
Ten to 15-year employees number 
22. Those who have been with 
the company 15 to 25 years total 
70, and employees who have 
served the company for a quarter 
of a century or more, number 65. 

The growth of the Dietz com- 
pany is due not only to the poli- 
cies of its management but also 
to its program of consistent ad- 
vertising which has been main- 
tained by the company throughout 
the century of its history. Thus 
it has stimulated its own progress 
and contributed to its position of 
leadership and public acceptance 
of its products. The earliest avail- 
able advertising appeared in 1846 
and since 1865 no single year has 
passed without Dietz lantern ad- 
vertising. Dietz advertising down 
through the century is a “parade 


“Hurrah for 


Mitrorp, Conn.—I’ve just fin- 
ished reading the article entitled 
“Hurrah for the Chiseler!” in 
your December 14 edition. He’s 
got something there, but he’s also 
left something out. When he talks 
about the man who could manu- 
facture a product to sell for less 
he forgets or ignores the item of 
quality which must of necessity 
be considered a factor in the 
price. Consider a good saw, or 
an ax or if you want to a bag 
of lawn seed. The item may look 
exactly like another item, but it 
may be worth 50 per cent of the 
value. It is my opinion that the 
dealer who offers this material as 
just as good is a real chiseler and 
should be considered as such. 








ee Featen svnene, Sonate _" 


Quavias ‘DORE weet i 


Oe eee ey 





OBAPES, 
COIMNEYS AND LAMP GLASSES OF ALL KINDS, 
Lay i Fe Syn 68, Contec engi 
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Known Dietz advertising dates 
back to 1845 and 1846 when this 
full-page advertisement appeared 
on the first page of Doggett’s 
Fourth New York City Directory. 


of progress” in the development, 
improvement and refinement of 
portable, self - contained lighting 
equipment for many fields—hard- 
ware, mill supplies, farm, indus- 
trial, automobile, railroad, and 
many others. 


the Chiseler !”’ 


We're all entitled to a legiti- 
mate profit and the son-of-a-gun 
who doesn’t get it ought to be 
shot. I know the chiseler always 
gets his, but I do feel, however, 
that there are chiselers and it’s 
not going to take legislation to 
stop it, it’s going to take public 
consumer education. What’s your 
idea on the subject? 

CHAN BAKER, 
F. H. Woodruff & Sons 


Cuicaco, Itt.—I have read 
with interest the article that ap- 
peared in your December 14 issue 
under the heading of “Hurrah for 
the Chiseler!” While you have not 
asked for any opinion on this ar- 
ticle, I cannot help but comment. 
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In the first place, in my own 
opinion, I do not think that you 
would call a manufacturer a 
“chiseler” if he found a better 
and cheaper way to manufacture 
an article. This is what I think 
helps to make sales. It has hap- 
pened in the past, and will hap- 
pen in the future. However, had 
this manufacturer sold a gadget 
of some kind, which was to be re- 
sold, and this party reselling the 
item cuts the price; this, in my 
opinion, is a “chiseler.” 
Speaking of “chiselers,” I can- 
not help but recall seeing a sign 


in a window that I frequently 
pass. The words painted on the 
window were as follows:— 
“We will not be undersold” 
“For Rent” 


“Buy cheaper from us” 

Of course, the “For Rent” sign 
was put on the window after the 
party went out of business. This, 
in my opinion, is a “chiseler” and 
usually results in a “For Rent” 
sign in the window. 


WILLIAM PEDERSEN, 
Pedersen Bros. Tool & 
Supply Co. 


This Hunting Season Display 
Stopped ’Em 


OVING displays are bound to 
catch the eye and they usu- 
ally bring business to the firm that 
uses them. The accompanying illus- 
trations show an attractive and de- 
cidedly unusual display which was 
used during the hunting season by 
Robert Zempel of Havana, Ill. It 
served to attract people to the win- 
dow in which it was featured and 
did much to turn onlookers into 
customers. 
The sides and back of the window 


11, 1940 


Here’s the display as seen by the spectator. 


were decorated with foliage. On 
the floor in the foreground were 
shown duck decoys and ammunition. 
In the center, toward the rear was 


a revolving turntable on which 


were displayed decoys, ammunition 
and hunting accessories. Suspended 
in midair was a decoy duck whose 
wings flapped continuously. 

The duck flaps its wings approxi- 
mately 40 times a minute. This is 
done by means of an eccentric at- 
tached to a large pulley on the right 




















ONE HUN 


YEARS OF 
LEADERSHIP 





R.E.DIETZ COMPANY 





NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD SINCE 1840 




















This Low Priced _ 
Sherman Hose Coupling 
Pulls in the Repeat Sales 





Here’s a new and improved clincher 
coupling—one that selle—and repeats. 
Long shanks with no hub at the center. 
Hose goes clear on for a “long grip.”’ 
Rust-proofed steel fingers of exclusive 
design take a bulldog bite and never let 
go. Wrought brass body. Three sizes 
each of plings and ders, packed 
im unusually attractive carton, and priced 
for your profit! 


H. B. Sherman Mfg. Co. 
Battle Creek, Mich. 





ong-grip 


COUPLINGS & MENDERS 
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Write or Wire for ) 
Sample Today! / 


PREMAX  / 
REELROD 


LISTS AT 


*3 


2'A FT. 






Sells 
on Sight! 
. 


Brand New! 
Different! 


Has Genuine 
Sales Appeal! 


Has detachable 18” double grip han- 
dle—built-in reel of large capacity 
for wire or linen line. 414” reel of 
stamped steel with quick-action ten- 
sion drag. See a sample and com- 
pare it for value! 








4002 Highland Ave., Niagara Fails, N. Y. 














New! 100% Oil-Less 
V-Twin—Just Out! 


Entirely new professional type paint 
sprayer for heavy duty small industrial 
and home use—mever needs olling! 
Smooth, fast, powerful, portable—and 
lists as shown, complete, less motor, for 
only $34.50. Sprays paint, lacquer, 
enamel, varnish. kalsomine, insecticides, 
etc. Special chuck inflates tires. One 
of a fast selling line of portable, low 
cost, practical W. R. Brown Corp. spray 
ers, advertised for you! 





DEALERS: Send fer complete catalog price list 
sprayers $5.10 up 


BROWN CORPORATION 
5724 Armitage Avesue, Chieage, lil, U. 8. A. 
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PULLEYS 


And here we see how the duck and turntable were operated. 


side of the display. A heavy cord 
runs through small awning pulleys 
across the lower back of the display, 
up the side of the back, across the 
top and down the front of the win- 
dow where it is attached to the 
center of a cord the ends of which 
are attached to the tips of the duck’s 
wings. 


The 4-ft. turntable at the rear of 
the window revolves at the rate of 
seven revolutions per minute. Its 
disc is made of plywood supported 
by six rubber-tired casters running 
on a 26-gage iron track. The light 
used for thig display was an amber 
60-watt bulb on a flasher attach- 
ment. 





Boosting the Home Town 


N order to increase civic con- 

sciousness and to promote 
more buying at local stores, mer- 
chants of Waukesha, Wis., re- 
cently issued thousands of poster 
cards containing this copy: 

“It is my home town and I am 
part of it. 

“My town is the place where 
my home is founded; where my 
vote is cast; where my children 
are educated; where my neighbors 
dwell, and where my life is chief- 
ly lived. It is the home spot 
for me. 





“My town has the right to my 
civic loyalty. It supports me and 
I should support it. My town 
wants my citizenship, not my par- 
tisanship; my friendliness, not my 
dissension; my sympathy, not my 
criticism; my intelligence, not my 
indifference. 

“It has some things that are 
better than others; the best things 
I should seek to make better; the 
worst things I should help to sup- 
press. Take it all-in-all, it is my 
town and it is entitled to the best 
there is in me.” 
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FORSTNER 
AUGER BITS will sell and make money for 
you! There's a place for this handy, all-purpose 


boring tool in the.shop of every woodworker, 
cabinet maker and home craftsman. Guided 





by a circular rim instead of a center, the 
Forstner Bit operates in any direction regard- 
less of grain or knots, leaving a clean, polished 
surface. Will perform many operations 
commoniy done with chisel, gouge, scroll 
saw or lathe tool. Ideal for scalloping, 
mortising, pattern and scroll work. 


For machine boring, Forstner Bits are made in 33 
sizes ranging from 1,"" to 3” diamter. For hand 
boring there are 21 sizes ranging from 1%4"" to 11” 
diameter. These bits may be purchased singly or in 
sets of 9, 11 and 17 bits each. Weite for catalog. 
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BOMMER 


SPRING HINCES 


ARE THE BEST 





Replenish Your Stock with 
BOMMER 


They are in universal demand—are quickest 
to sell—easiest to apply and the most satisfac- 
tory spring hinge made. 


Follow the line 
of least resist- 


ance. Sell 


BOMMER 


products. 
Type 29 Type O 
Supplied with Button Tips when specified 
Bommer Spring Hinge Co., Brooklyn, N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 

















NEW PATENT 
STRING DEVICE 


MADE IN TWELVE 
DIFFERENT COLORS 
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WE WON’T LET 
YOU DOWN: 





Misplaced confidence causes loads of grief. It 
takes more than words to make good tools. You 
need have no fear that your confidence will be 
misplaced when you are ordering any of our 
wood boring tools. We build in a.lasting qual- 
ity that will be remembered long after any 
words will be recalled. No, we won't let you 
down. 


For over forty years our Clark Expansive Bits 
have been the standard of comparison. 


The Bit illustrated is a Clark Expansive Bit 
made in two sizes, boring holes from 14” to 
3”. Cutters are interchangeable with all stand- 
ard Clark pattern bits. 


hoo — 
Connecticut Valley Wie. Co. 


Dncorporated /874 
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Scraper range 
t cocobola handle good 

> popular type - all unequalled 
quality and price n their 
You get them 

w tyle Red 

- Display thot 


yme and profit 


LANDON P. SMITH, INC 


IRVINGTON, N. J. 











The ANSON 


ALL-PURPOSE SCALE 
improved Petite Model 


Especially designed for a p 1 weight scale. 
but the large platform and unobstructed dial puts 
this scale to many uses. Convenient for weighing 
wet-wash, heavy groceries and farm products. Ac 
curately machined — hand assembled and care- 
fully tested. Capecity 250 pounds graduated by 
pounds. 





Ask your jobber for details. 


HANSON SCALE CO 


510 N. ADA STREET, CHICAGO, ILLINOIS 
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For 1940: Let’s Clear Up 
the Fog 


By MERLE THORPE 


Editor, Nation’s Business 


y wl years ago the na- 


tion, going forward at breakneck 
speed, stumbled. If the mishap had 
not occurred at a time when, for 
40 years, goods had been produced 
in quantities as never before and 
distributed so widely among the 
people the bump would not have 
been so painful. Boom times and 
depressions have always been the 
rule since Time began. Each _ in- 
dividual has his days of exuberance 
followed by a let-down; each wild 
night has its morning after. Groups 
of these same individuals make up 
a state, which likewise experiences 
mental and spiritual ups and downs. 
Both recover from the dumps sooner 
or later and respond with energy 
and enthusiasm to the beckoning 
finger of Hope. The climb starts 
again, slowly and with caution, be- 
comes faster until judgment is once 
more thrown to the winds, and an- 
other boom is on. Then the inevit- 
able tumble. 

It had occurred 18 times before 
to the people of the United States. 
But always they had tightened their 
belts, paid the price of misguided 
enthusiasm in sacrifice and hard 
work and had come back. This time, 
after ten years—the longest period 
in our existence—we are no better 
off, and there are those who believe 
we shall never regain the prosperity 
we once enjoyed. 

What does a sober analysis show 
of the course we have pursued? 

Denied our two chickens in every 
pot and two cars in every garage. 
we became angry and looked about 
for someone other than ourselves to 
blame. The political “outs” were 
quick to indict the “ins” as the 
villain. This has always been good 
hokum; politics takes the credit for 
prosperity, politics should take the 
blame for depression. 

The “outs” convinced us as to 
what should be done. They prom- 
ised: “an immediate and drastic 
reduction of governmental expenses 

. of not less than 25 per cent;” 
a federal budget annually balanced; 
a sound currency; the “removal of 
government from all fields of private 
enterprise.” 


We went to the polls and over- 
whelmingly approved this platform; 
we chose the hard, traditional Amer- 
ican way. 

We declared at the same time 
that we would have none of the plan 
of another party and its candidate, 
Mr. Thomas: “A federal appropri- 
ation of $5,000,000,000 for immedi- 
ate relief,” “another $5,000,000,000 
for public works . . . slum clearance, 
decent homes for workers,” “a 
shorter day and week without re- 
duction of wages,” “free employ- 
ment agencies,” “minimum wage 
laws,” and so on. We repudiated 
the easy way. 

The two roads are not parallel. 
As Mr. Bernard Baruch says, we 
cannot progress while we are neither 
one thing nor the other. We floun- 
der, half-clinging to self-reliance, 
half-hanging upon political guid- 
ance and sustenance, half-voluntary, 
half-compulsory. 

The traditional free method of 
exchanging products of hand and 
brain has been amended until poli- 
tical boards control almost every 
step of industrial and commercial 
operation. Change, “reform,” uncer- 
tainty of future changes, have slowed 
down the machinery of trade. Thou- 
sands of new rules are promulgated 
daily; 153,000,000 reports were re- 
quired of business men last year; 
thousands of federal agents scour 
the country; uncertainty is the only 
certain rule. 

We may hope and pray for a 
speeding up of our trading machin- 
ery to a point where it will again 
produce an $80,000,000,000 income. 
We can’t have it if political contro! 
continues to deprive management of 
freedom of decision and action. We 
enjoy the sadistic pleasure of seeing 
managers on the rack, and at the 
same time enjoy the harvest of man- 
agement’s accomplishments. Either 
one or the other. It is the people’s 
choice. 

If we expect speed and hill climb- 
ing again, we'd better check the 
road map, choose the route, and 
make sure the brakes aren't set too 
hard. 

—Nation’s Business 
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The SURE-FLUX Acid and Rosin Core Solder Line FOR GREATER PROFIT 


We have been making core solder exclusively for fifteen years. We know how! 

YOUR JOBBER CAN SUPPLY YOU. 

SURE-FLUX Acid and Rosin Core Solder is manufactured of 40% Virgin tin and 60% Virgin 
lead, according to A.S.T.M. Class A Specifications. 

That is our story, and we are going to stick to itll! 


NEW YORK SOLDER CO., INC., 
15 Crosby Street, 
New York, N. Y. 


im 


1 Dozen Ya Ib. 1 tb. 5 Ib. 
Household Cans Spool Spool Spool 






































THE NAME SILVER 3 STAMPED ON EVERY FOOT 
@ PACKED IN CARTONS e 
OUR WEATHER PROOFED THE 
BETTER SASH CORD 


LOWER PRICED GRADES 
c EDDYSTONE 
8 PELHAM 
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... after inventory investigate Eagle’s new merchan- 
dising plan. Learn why dealers switch to Eagle for 
padlocks, etc. 


Eagle Racer Parts, year-round magnet, bring boys 
and parents into stores repeatedly—stimulating sales 
on all lines. 

A typical Eagle generator of padlock sales. Attractive counter 
display free with order of one dozen No. 04660 Eagle disc 
tumbler padlocks in two new finish E bow grooved 


key. Case 1”. Double Locking Security. Strong. and durable. 
Order from your jobber or direct. 


EAGLE LOCK CoO. 


TERRYVILLE CONNECTICUT page 








NIGHT LATCHES « TRUNK LOCKS + FRONT DOOR SETS + STORE DOOR SETS 
PADLOCKS « CABINET LOCKS * WOOD SCREWS + STOVE BOLTS + MACHINE SCREWS 














TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 

leader in producing handles that are: 
Uniform in grade «+ Perfect in pattern + Accurately sized 
plus financial responsibility and five fully equipped factories to assure 
unfailing service. Insure your handle sales and profits 
by giving your customers known value —in 
grade and quality. 



















Trade-Marked and 
Grade- Marked For 
Your Protection 





TURNER, DAY & WOOLWORTH 
oe: a oe oo ee OO LOUISVILLE 
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BELT LACING 





_ STEELGRI 





A stronger lacing for all types ef 


Put on with a hammer— 
belts. ul ia 


easily 
Clinches smoothly into belt, com- 
oes ends, prevents fraying, makes 
permanent ‘““humpless’ joint. 
: -piece hinged rocker pins provided 
8 sizes. an | pt. handy packages. 
cartons < 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions. 


wit akip 
Preferred be- 
cause they are 
hardied safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect slignment—every hook is 
used, — card waste. Fit Wiresrip 
or other standard lacers 
Svallebte in 6 sizes. 


SLATGRIP 







































A necessity at harvest i -y Keep 
binders running — — r eee 
quickly right on 
t we share of this 










Write today for Catalog and Circulars 





ge “The 4 Lacing 
MS People” 


Uivare acaco, USA. 





THIS FAST SELLER 
IN YOUR STORE 





> 
6 cards FREE! 
Write for Yours Today 





@ Here's an opportunity no dealer can 
NATIONALLY afford to pass up--a chance to test in 
ADVERTISED your own store, ABSOLUTELY FREE, 
this famous, fast-selling 10c item. People 
everywhere demand Justrite PUSH 
Wousekeeping | CLIPS. They sell on sight—all year 

Saturday ‘round—in these four departments of 
Evening Post your store: Electrical Appliances, Hard- 
ware, Home Furnishings and Lamps. 
American Home| Write us on your store letterhead for 
Better Homes your trial cards—one each of 6 popular 
and Gardens colors-—and see for yourself how they'll 
sell. This offer is limited—-ACT TODAY! 


JUSTRITE MANUFACTURING CO. 
2063 Southport Avenue * Chicago, Illinois 
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Others have used them to advantage 
Why not try them in your own store? 


Find the Mistake 


“There Is a Mistake in This 
Ad,” is the way a Michigan hard- 
ware merchant recently headlined 
his usual space in the local paper. 
“The printer isn’t to blame,” the 
copy below continued. “See if you 
are a good detective. Find the 
error, bring the ad to our store 
and show us the proper correction 
and we will offer you the choice of 
any 25-cent item or similar credit 
on a larger purchase.” The mis- 
take was in the dealer’s telephone 
number and his idea in running 
the ad was to familiarize customers 
with it and encourage them to 
phone in orders. The offer held 
good for only one day to avoid a 
“run” on the store, once the grape- 
vine system started to function. 


* * * 


They Claimed Reward 


A Wisconsin hardware dealer 
who handled tires recently ran an 
unusual advertisement in his local 
paper which created exceptional 
interest and developed many actual 
sales. In one corner of the ad 
appeared two views of the man- 
ager of his tire department similar 
to those seen posted on govern- 
ment bulletin boards for criminals 
wanted. Next to the photos was 
printed, “Have You Seen This 
Man?” The copy below read: 
“Age, about 35; height, 5 ft., 744 
inches; weight, about 148 lbs.; 
hair, light; complexion, fair.” 
It continued with. “This man rep- 
resents himself as being from our 
store and has been known to strip 
cars of old tires. He is wanted by 
hundreds of car owners in this 
community. If you wish to get a 
clue as to where he might be 
found phone 131 and ask for Jim 
Blane.” At the bottom of the ad 
appeared the word “REWARD” 
in large type followed by “Thou- 





sands of Carefree Miles.” Nine- 
teen new sets of tires were sold 
within three days after the ad 
appeared. Such a stunt can well 
be adapted for selling other mer- 


chandise. 
x * * 


Garden Window 


An unusual and effective dis- 
play was utilized by a Minnesota 
hardware store last spring to pro- 
mote the sale of garden seeds 
and tools. A full-sized wax dummy 
of a woman dressed in gardening 
slacks and a large sunshade hat 
was placed in the window. Real 
soil and grass matting were used 
to give the appearance of a gar- 
den and lawn. Seed packets at- 
tached to stakes were inserted in 
the ground, and in the _back- 
ground an attractive display of 
fertilizers, garden tools and kin- 
dred supplies was arranged. The 
idea pulled actual sales and regis- 
tered a new record in profits for 
this department of the store. 


Nary a Cent 


An unusual and striking bit of 
advertising was recently used by 
a Kansas hardware dealer. He 
went to his bank and had a large 
number of checks made out in the 
amount of one cent and had the 
word “void” marked across the 
face. Then he had the printer 
run off cards reading, “We 
wouldn’t pay a cent for merchan- 
dise which we sell to you and 
which will not give you the ut- 
most satisfaction and value for 
your money. For the best, trade 
at the Blank Hardware Co.” The 
cards with the checks attached 
were mailed to all of the better 
prospects on the dealer’s list. “I 
have never used anything which 
created so much comment and 
gave me better leads on sales,” 
said the hardware merchant. 
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Barrett’s 


Saves 12 Sq. Feet 
of Floor Space—and also 


“Jiffy” Glass Cutting Table Rules 





It’s New! 


Cuts Your Glass Right Every Time 


JIFFY Cutting Table Rules are off your counter, hung 
up, except as needed. On the counter, instantly, an- 
chored in their sockets, they automatically measure, 
allow for cutter width, and permit a full 48” cut with 
no reaching, no rules to adjust, no glass or rule to be 
held while cutting. List Complete $6.00. 


Ask your jobber for details or write to 


Wm. L. Barrett Co., Bristol, Conn., U.S.A. 
MFRS. OF FAMOUS BLUE RIBBON GLASS CUTTERS 














It all adds up to 
HIGHER PROFITS for YOU 


LONGER MARGIN + PRICE PROTECTION + 
SUPERIOR QUALITY + A RECOGNIZED NAME 
+ COLORFUL MODERN PACKAGES + FREE 
DEALER HELPS 
(Window and 
Store Displays — 
Leaflets—Cuts for 
Catalogs, News- 
papers and Fliers.) 
For ad 's Prices 
ond Full information, 
write today. 
TENNESSEE 
CORPORATION 

61 Broadway, New York City 











All-metal 3-coler 


(Reg. U. &. Pat. Of.) 


ASBESTOS WICK 


DEAL No. 1—400 ft. Flamemaster 
branded Wick in 4 rolls of 100 ft. 
each. Widths, 7%”, 1”, 1/4”, 13%”. 
a FREE (original sale 
only), .0.b. Jobber’s 

Warehouse. Dealer's net.. $8.75 
DEAL No. 2—Same as No. 1 but 
contains 2 100-ft. 7%” and 2 100- 
ft. 134” rolls. 

Valuable Free Dealer Aids 
Included in Both Deals 
Fliamemaster also supplied in Boxed 

Sets. 
Write us if your jobber 
can't supply you 


TRIPLEWEAR, PATERSON, N. J. 























Write for Catalog 


SAND'S LEVEL & TOOL CO. 
8631 Gratiot, Detroit, Mich. 


PAO vENe SURFACE raid SAND’S. 
LEVELS 


TELL THE TRUTH 











pp td WOOD AND AL 
TILE SETTERS’ WOOD AND AL 


World's Standard 
For 48 Years 
“Factory Built-In Accuracy" 














Wanta GoodPosition? 





The quickest and surest way of securing « 
«ood position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
sreatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 











No. a anvil OVER HARDWARE SET 


In great demand by contrac- 

tors and speculative builders 

for building good overhead 

doors economically. 

Write today for literature on 

this profitable item. 
Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. 
401 Harding St., Holyoke, Mass. 




















Good Window Displays « « « « 


Do you realize that no one factor will draw people to your store 
like attractive window displays of seasonable merchandise? 


Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 


find it highly profitable to subscribe to extra copies for their sales 
force. 


windows and increased trade. 


239 West 39th Street, New York City 


And many dealers who require their own copy of Hardware Age 


The cost, $1.00 per year, is returned over and over in better 
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To THE 
OLD FASHIONED 
FAUCET WASHER 


INSTALLS LIKE ANY 
ORDINARY WASHER 
BALL BEARING ACTION 
PREVENTS WEAR 
EASY OPERATION BY 
FINGERTIP PRESSURE 











This new “Water Miser” Faucet 
Washer vastly improves the service 
qualities of all compression work. 
Imagine! Finger tip operation 
with never a leak! Months of the 
hardest service with no washer re- 
placements. 

Everywhere “Water Miser” is prov- 
ing a sensational seller—a new 
product that ends an old evil! Sold 
nm assortments of three popular 
sizes with colorft display card— 
and on Sherman Compression Work 
exclusively. 


H. B. SHERMAN MFG. CO. 


BATTLE CREEK, MICH. 


WATER MISER 














LONG LIFE FAUCET WASHERS 





HEINEKE 
MOWERS 


Se  dince 
DE soTo °°” 






Sensational Mower Value 


Brand new design and construction with 
many features ordinarily found only in high 
priced mowers ... yet the De Soto is bullt 
to retail at only $8.50. 

Closed wheels, solid rubber tires, self-ad- 
justing ball bearings, large five-blade reel, 
and a specially designed frame that gives 
utmost strength without excessive weight. 
One of the best mower values ever offered 

feature it on your display floor 


Write for new 
1940 Catalog 


with full details of the De Soto and com- 
plete 1940 line of Heineke Hand and Power 
Mowers. 


_’ Springf ‘eld, Illinois : 
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Bind the Bargain 


By A. W. GRAY 


HEN a man says he will buy 

merchandise and pays some- 
thing on account, he means what he 
says. There is no misunderstanding 
of whether he is making a purchase 
or just indefinitely planning to make 
one in the future. 

Two-and-a-half centuries ago a 
law was passed in England that no 
sale of merchandise was valid unless 
a part of the price was paid, a part 
of the goods delivered or a memoran- 
dum of the sale made in writing. 
That English law. enacted in 1676, 
has been adopted by every ‘tate in 
this country. Business men are not 
as well acquainted with the law as 
they should be. It is a vital factor 
in the sale of every lot of goods for 
over $50 unless the goods are paid 
for in cash across the counter or 
taken away by the buyer. 

Unless one of these three saving 
incidents are present, merchandise 
taken out of stock and delivered, 
perhaps at some distant point, if 
over $50 in value is sent at the 
merchant’s risk of acceptance by 
the buyer. The customer calls 
at the store, orders merchandise 
and gives instructions for delivery; 
the order to be charged. Maybe 
instead of a charge the goods are 
sent C.O.D.. Between giving the 
order and delivery the customer 
changes his mind. It is unfortunate 
for the merchant. He has the ex- 
pense of delivery. He must absorb 
the return expense. He has no re- 
course against his customer. 





Courts recognize the harshness 
of the statute and apply it only 
where, perforce, they must. The 
words of the act are, “No contract 
for the sale of any goods, wares ot 
merchandise for $50 or upwards.” 
The law applies only to merchan- 
dise. If the price includes work or 
labor the statute does not apply. 
If the order is for both goods and 
iabor the contract is enforceable 
though it be over $50 and the 
requisites of part payment, part 
delivery or a written memorandum 
are lacking. 

\ situation fully as serious oc 
curs when the goods are not reg 
ularly carried in stock. The mer- 
chandise is ordered specially. Upon 
receipt it is forwarded the buyer. 
Then the order is cancelled. Not 
only has the profit been lost but 
this special lot must bide its time, 
consuming dust and floor space in 
the vague hope of another market at 
some far off day. The merchant is 
helpless and remediless. A written 
confirmation of the order, a_ brief 
memorandum signed by the buyer, 
and this loss would have been fore- 
stalled. 

Compliance with the law in any 
sale exceeding $50 is “simple, part 
payment, part delivery or a writing. 
The absence of at least one of these 
and the sale is a futile gesture if 
the customer sees fit to cancel his 
order before delivery. 


PETERS 


try 


The above window featuring Remington and Peters products for the 
hunting season was recently shown at the Du Pont Exhibit on the 


Boardwalk, Atlantic City, N. J. 


In the display were firearms for big 


game, upland game and waterfowl, Peters and Remington ammunition 
and Remington hunting and sheath knives. 
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Buy with Confidence 
Sell with Success 


Putting in a stock of Hoppe’s Products is 
like buying gilt edge business insurance 
because Hoppe’s Products are widely 
advertised, well known and have a defi- 
nite demand. You can’t go wrong with 
Hoppe’s No. 9 Solvent, Hoppe’s Gun Clean- 
ing Patches, Hoppe’s Lubricating Oil, 
Hoppe’s Gun Grease and Hoppe’s Gun 
Cleaning Packs. 
Shooters need them and know about them. Better 
order a stock today—right now. 


FRANK A. HOPPE, Inc. 

















2314A No. 8th St. Philadelphia, ,_ ar 





















HOW IS YOUR 


Stock of this y. 


splendid lineof | Suen st 

work knives? 

Shoe Knives 4 

Oyster Knives 2 Sizes Round Point 

phe Pn anny 3 Sizes Square Point 

Clam Knives Good workmen appreciate good tools. R. 

as Rows MURPHY knives are famous among wertmnen 
one Kalves for their high quality and durability. Every 

reas Beres time you sell an R. MURPHY Stay-Sharp 

Butcher Knives Knife you make a satisfied customer .. . thus 


Plaster Knives building up a repeat business. Stock this dura- 
Kitchen Knives ble line of work knives. . . . You will profit 
Stencil Knives thereby 


Manual Training 
Complete Catalog and Prices on Request 
Blades and 


Roofing Knives 
Blades s Robert Murphy’s Sons Co., Ayer, Mass. 





Shirt Cutters’ 
1850 . . . OUR 90th ANNIVERSARY YEAR... 1940 


Made in 5 Styles by R. Murphy 2, 

















The 
EDLUND LINE eqs 
of EGG BEATERS 


Is The Liege 
Of Least Resistance 
BECAUSE the line is complete with five 


models, one for every purse and purpose, 
and each one a quality item which sells 
fast at a good profit. 


Fifty Cent Medel Is Now Made With 
Stainless Steel Beating Blades 







MODELS 


i 50¢ ASK YOUR JOBBER 
a EDLUND COMPANY 


Burlington, Vermont 








That’s one qual- 
ity a sportsman 


MAN/ 
£ has a right to ex- 


pect in the knife 
WU AE you sell him. 

And = eh 

provides it wi 
HOLD AN greater certain- 
ty ... not only 
for one season, 
but through the 


Ne years. All 
are companion pieces of the “‘blades’’ that have proven such depend 
able equipment for Rear Admiral Byrd, and practically all explorers and ud 
venturers of the past quarter of a century Stock the knife real seportemen 
want . . . Marble’s Knives of proven quality, WRITE FOR CATALOG 


MARBLE ARMS & MFG. CO., itn Tk Ube. 











It’s a NATIONAL 


BRAND PRODUCT 
Tested and Guaranteed 


If you're looking for a perfect non-bleeding easy to 
work caulking compound we've got it. We offer both 
knife and gun consistency at the same price in all 
sizes from % pts. to 55 gal. drums All colors of 
caulk at one low price. Cartridges, and caulking guns 
offered in @ wide selection. Write today for samples, 
deseriptive matter and the new low price schedule. 


———— eee, «40s Ur prices will attract you! 


CAULKING 
COMPOUND 
















40 stevng Inc 


JAYE MANUFACTURING 
INCORPORATED 


1061 W. l1th $4. 
Cleveland, Obie 

















ROTABIN Saves 5Q”% 
| Oke) Se.1 744 - 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable” merchandise in « com- 
pect accessible manner in ') the space now oceu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--né y steps ing from bin 
to bin. ROTABIN saves hardware dealers, time, 
steps, labor and money and makes storage space 
pay @ profit the yeer around 









WRITE FOR 
DETAILS 


THE FRICK-GALLAGHER MFG. COMPANY 
WELLSTON, OHIO 

















PLEASE .... 


your change of address 
to the CIRCULATION DEPARTMENT 
at least 3 WEEKS before 


you move 


HARDWARE AGE 
239 West 39th Street 


New York, N. Y. 

















New MITRE KIT 


a Dandy for Home and $2 
School Workshops Wiaorade 10” 


A precision 
unit with cadmi- 
um guide post ac- 
curately indexed 
for 45, 67% and 







home purposes. 

Not a toy, but a lifetime unit. Jobbers and dealers handling are 
pleased with the demand. Write today for our liberal wholesale propo- 
sition. 


THE BAKER McMILLEN CO., 343 E. Miller Ave., Akron, Ohio 
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STEEL BRICK HODS 


Have been used 
for years 
because of 
their strength 
and lightness. 
All steel 

Prices Will Interest 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 
@ @ CLEVELAND,OHIO @ @® 





































No. 162 22”x10” 
Brick x7” deep 














ROCHESTER ADJUSTABLE 
SASH BALANCES 






A product of Guar- 
anteed quality. Real 
profit in handling 
them. 

. Write for prices. 


| 
Rechester Sash Balance Ce., Ine. 
Rechester, N. Y. 

















me ot NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump”... Send for samples. 


4840 South 
The DENISTON Co. “esici2s° 
UNIVERSAL ,,4!,, TESTER 


rpose 








Will enable you to 
make a quick, positive 
test on every electrical 
item you sell, from a 
one volt battery to 
washing machines. 
Operates on A.C. or 
D.C. current. Ideal for 
testing bulbs, cord sets, 
switches, fuses, etc. Will test all types of 
Christmas tree bulbs at rate of 60 per min. 
Portable—carried anywhere. Low in price. 
Ask your Jobber or write direct for Circular 
and Prices. 


FOG KING LAMP CO. 


1260 Clybourn Ave., Chicago, Ill. 




















15 days- 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 














DENISTON 
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Work Hard— 
But Take It Easy 


EMPORARY fatigue is natural 

to a life of action, but fatigue 
that is the result of overwork of 
muscle or brain is a debt that must 
be paid. Sound slumber will repair 
the body and mind that is fatigued 
in normal work, but the ravages of 
modern, high-pressure business con- 
centration is something else; _ for 
nerve energy in the body has been 
tapped, leaving us nervous, sleepless 
and irritable. Such a restlessness 
demands excitement, places to go 
and relief through stimulants. Un- 
less checked at its source, collapse 
is inevitable. 

To.meet modern industry’s de- 
mands, the survival of the fittest be- 
comes the rule, and even the fittest 
are left broken in health and suc- 
cumb all too soon. It is the speed 
at which we operate, rather than the 
hours, that does the damage. A 
glass cup will withstand a very hot 
liquid, if poured slowly, allowing 
the internal stresses to adjust them- 
selves to the changes of tempera- 
ture. But if the liquid is poured too 
fast, the cup cracks. 

The brunt of the high pressure 
condition of industry today is borne 
by the executives and heads of de- 


partments. When the workman 
leaves his bench at the close of the 
day, he is free until work resumes 
next day, but the boss carries his 
worries home with him. The higher 
he is, the nearer he comes to play- 
ing his last card in the competitive 
nightmare, and it is but a matter of 
time until the familiar nervous 
breakdown puts him on the scrap 
heap and another steps into his 
place on the treadmill. 

The human body is a perfect ma- 
chine, designed to repair itself under 
ordinary circumstances. Sleep and 
rest are natural and fundamental 
requisites, though it is unwise to 
use more than is necessary to “re- 
charge the batteries.” Moderation 
in everthing is the answer. In short, 
work hard, but take it easy. 

—JO BERGE 


HARDWARE AGE 
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MR. KEES SAYS: 


JUST OUT 
1940 CATALOG! 








BETTER WAYS 
TO BUILD AT 
LOWER COSTS 


Send for your Free copy today and 
keep it handy always for ready 
reference when customers call fer 
Kees builders hardware and hard- 
ware specialties. Write 


F. D. KEES MFG. CO., 


Box K-40 Beatrice, Nebraska 


= 
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E-Z KLOSE 


SCREEN DOOR 
CHECK 


Sells on sight! Profitable! 
RETAILERS — JOBBERS 


Write today for circular 
and Prices 


RETAILS AT 30¢ 


HECKETHORN MFG. & SUPPLY CO. 
LITTLETON, COLORADO 
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QUALITY SOLDERS «very 


Flux-filled Solder, acid or rosin core, in many gauges. 
Available in household tins and 1, 5, 20-lb. spools. Solid 
Wire Solder in various alloys and gauges. 30/70 Body 
Solder in Regular and '/2-lb. bars. Also Bar Solders, Bab- 
bitt Metal, Lead Pipe. Made by the most modern methods. 
Gardiner Products are famous for high quality and low 
prices. 


‘ 

















display stand 
FREE 


gust buy 8 dozen 
Velb. CROSS TACKS 
from your yobber 








EAST JAFFREY,N.H. 
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5 e« 
Now is the time to “cash in” on an active market with FULTON 
Airmoisteners—a complete line! Thousands with registers or 
radiators are “‘live’’ prospects for you! 
HEALTHIFIER (shown). Fits between radiator coils where heat 
and evaporation are greatest. Water pan concealed—cannot tip 
over. 
AIRMOISTENER—Fastens securely to top of radiator. Holes in 
three sides of twin water pans permit ample water evaporation. 
HUMIDIFIER and SHIELD—For either floor or wall registers. 
Shield prevents dust streaked walls. 
NOTE—Healthifier and Humidifier are made of ONE PIECE 
rust resisting metal. No soldered joints! 

Ask Your Wholesaler About Our Low Prices. 


PATENT NOVELTY COMPANY 
305 Eighth Avenue a Fulton, Ilinols 

















4 
This Attractive Steel © 
Display Rack Fully BARTLETT TRE 
Stocked Costs You FOR Tht PROTECTION OF wut 
Only $4.75 
0.8. Detroit with 6se¢ 


and Fruit Growers. i 

Every tree-owner is a irs nN 

prospect. i 

Rack Displays 6 half ig Sail) 

pts., 5 pts. & 4 qts. ig | 

BARTLETT MFG. 
COMPANY 


3034 East Grand Blvd. 
Detroit, Mich. 





BARTLETT ME DETROT m 
F.0.B. to ; seiee 
freight allowanee. Retail value oft ts 
$7.05. Refills at A, A, miki ta ftalew ria) 
Here’s a fast-moving ers Shs 
specialty which sells P * 4 ; ‘ 
to State Highway ’ \ i ling : i 
Depts., City and & } | ; 
County Parks, Tree = 5 ie s } 
Experts, Cemeteries < i fallen | E heeled | Hite | 
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Hiumidome 


COMBINES IN ONE MACHINE WINTER 
HUMIDIFICATION » SUMMER SPOT COOLING 
Dealers’ territories open. Write at once for 
complete information. Address! 





me HARRY ALTER CO. ”” inca," 






123 








All-in-One CEMENT 


flolds everiastingly. Ce- 
ments wood, glass, china, 
metal, cloth, linoleum, tile, 
paper, leather and bric-a- 
brac. Non - inflammable, 
transparent, no odor, not 
sticky to handle. In % and 
1 ez. bottles, % pt., 1 pt. 
1 by and 1 gai. cans. Re- 
tails from 10¢ to $3.50 ea. 
im order given. In Display 
Carton that makes sales. 


All-In-One Cement Co. 











4663 Page Bivd., St. Lowis, Mo. 


453 MILLION seg 
will see this ad 


FE RESOLE SHOES 
a Soe 








FOR Omy 


0-40 mends holes, 
worn spots in rubber, leather, 
» cloth. Spreads like 
(: eZ butter. Dries tough 
y ey overnight. Flexible 
2 #7 non-skid,waterproof. EACH 


Re 4 eo. Won't come off— fr 
Bee, 7 guaranteed ! 25¢ (25 
a) ep repairs). At all 10¢ 
Ao = D| & hardware stores. < 





















$0-LO WORKS, Cincinnati, O. 
‘PHONE YOUR JOBBER FOR so-Lof 





E-Z CORN POPPER 
The Original Rotary Corn Popper 


The Popper That Puts ‘ 
The Pop in Pop Corn 








: ! 


“ — 
=. °9n“Poeee . 


Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 








Include 


HINDLEY WIRE GOODS 


on your shelves in 1940. Enter 
your stock order with your Jobber 
now and specify Hindley's. 


ara 


WIRE GOODS—COTTER PINS 
WIRE SPECIALTIES—EYEBOLTS 


HINDLEY MFG. Co. (.:99"Lals. e. 1. 


‘DASE 


MADE Kight FOR YOu, 


MR. HARDWARE RETAILER / 


ASK YOUR JOBBER 





























STEEL PRODUCTS CORP. [2 i'4%'3 














LINK MATS, 
AUTO TIRE & 
PERFORATED 

MATS 

TO THE TRADE 


| BURTON MAT CO. 


175 Belmont Ave. 
Brooklyn, N. Y. 


SERCER Ras 
PRE RSTTSE 





gaeneevaep at 





TOOLS ang 
CUTLERY 


| 








The ““WHO MAKES IT ?”’ issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Long Island City, N. Y.: Who 
makes the Snap-On automotive tools? 
Lilien Hdwe. & Supply Corp. 


ANSWER: Snap-On Tools Corp., 
Kenosha, Wisconsin. 


* * * 


Glen Falls, N. Y.: Where can we 
obtain a screw box for threading 
wood handles? “K” Locksmith & 
Hdwe. Supply Co. 

ANSWER: Irving Hardware Co., 
12 Warren St., New York, N. Y. 


” * * 


Akron, Iowa: Who makes the 
Melotte cream separators? Dirk’s 
Hardware. 


ANSWER: Babson Bros., 2843 
West 19th St., Chicago, II. 


Marlboro, Mass.: Where can we 
get small electros on general hard- 
ware items? J. J. Hanley. 

ANSWER: Cobb Shinn, 40 Jack- 
con PIl., Indianapolis, Ind. Vincent 
Edwards & Co., 342 Madison Ave., 
New York, N. Y. 


* + * 


New Comerstown, Ohio: Who 
makes the Pointer gas range? C. 
O. Taylor Hardware. 

ANSWER: Gohmann- Kohler 
Corp., New Albany, Ind. 


* * sf 


New Iberia, La.: Who makes the 
Rock Crystal tablewear? New Iberia 
Hdwe. Co. Inc. 


ANSWER: McKee Glass Co., 


Jeannetta, Pa. 


HARDWARE AGE 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Charleston, S. C.: Who makes the 
Schell luggage? C. D. Franke & 
Co., Inc. 

ANSWER: Schell Leather Goods 
Co., 3965 Central Parkway, Cin- 


cinnati, Ohio. 


* + 


Fort Myers, Fla.: Who makes the 
Merion automatic gas storage water 
heater? Heitman Evans Company. 


ANSWER: John Wood Mfg. Co., 


Inc., Conshohocken, Pa. 


* * * 


Central Bridge, N. Y.: Please 
furnish the address of Street and 
Kent Mfg. Co., Grantier Hdwe. & 
Implement Co. 


ANSWER: 1956 Clybourn Ave., 
Chicago, Illinois. 


* . * 


San Francisco, Cal.: Who makes 
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Company. 


ANSWER: Coldwater Brass Co., 
Coldwater, Michigan. 


the C.B.C. flush valves? Leland | 


* * * 


Palatka, Fla.: Who makes the 
Enders 20 ga. double barrel shot 
gun? Cason Hdwe. Co. 


ANSWER: Special brand of Sim- 
mons Hdwe. Company, St. Louis, 


Mo. 


& a ¥ 


Brighton, Mass.: Who makes 
Soilax cleaning compound? I. Car- 
toof. 


ANSWER: Economics Laboratory 
Inc., 914 Guardian Bldg., St. Paul, 
Minn. 


*% * * 


New Canaan, Conn.: Who makes | 
V.C.P. insecticide spray for dog ken- 
nels? Murray’s. | 


ANSWER: Merck & Co., Inc.., | 
Rahway, N. J. 













SCRU-LESS 
WINDOW 
CLEANERS 


Single rubber equal to two or more. Use 
all four edges of rubber. Sliding handle. 










No screws. J 
We also make lawn rakes, mop sticks, / 
suction washers, rat traps, etc N 
Send for circulars and prices. Territory 
open for a few more good commission 


salesmen. 
W. E. KAUTENBERG CO. 
FREEPORT, ILL. 














SUNSHINE 
cHAMO 


MADE IN U.S.A. 


ASK YOUR JQGBBER 
FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL, MASS. 





COOK’S 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 
New member of Gem 
Nail Clipper family. 10° 
Hardened jaws, rail 
file, cleaner. Heavily 





at jobbers’. Send for details 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 












CLEANS 
BRUSHES 
BETTER 





SELLS FAST AY 10¢ 


THE LEADER 


FOR 20 YEARS 
BRUSH-NU COMPANY 








BALTIMORE MARYLAND 


nickeled. Doz. on colorful card 











You can SWING IT with 


ADE-O-MATIC 
SWING 
CORN POPPER 
It roasts the 
corn while it 
is popping... 
and pops 
every kernel. 


ADE-O-MATIC CO.WRIGLEY sine. 














KEY BLANKS 


OF EVERY DESCRIPTION 





Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U.3. A 
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Classihied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Chansibied Adwenturing Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
BO GOMED cccccccevecccocecoscese .50 
Each additional word .............- 01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
One inch ..... LT eee $5.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| Positions Wanted =| 





[Positions Wanted | 


[ Penitiowns Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hu hundred experi- 
enced clerks, managers, counter 
-— ee oe — ‘York hardware 
tailers a wholesalers. ° rge to 8. 
Just phone Wisconsin 7-1802 or sto employers 
ciated ~~ Bureau, 152 West 42nd Street, 
New York City 














Young married man of praia 


with five years’ chain store and hardware experience; 
window trimming and counter layout a a tpeclalty be- 


sides a good knowledge of = phases of opera- 
tien; alse lineleum mechanic and glasier. A perma- 
nent location desired with future dependent upon 
ability and production. 


AL LEMMON 
10 West 4th Ave., Clearfield, Pa. 











YOUNG MAN WITH CHAUFFEURS LI- 
CENSE desires position driving and assisting 
outside § salesinan. 3 years experience in 
metal rolling industry. Willing worker, good 
appearance, pleasing personality and quick 
to learn. Write 


Box No. 0-769, care of HARDWARE AGE, 
239 W. 39th St., New York City 














SALESMAN TEN YEARS CONTACTING 
HARDWARE jobbers, wholesalers, mill supply, 
builders’ supply, oil well, railways, industrials, 
electrical goods, auto accessories, department 
stores, house furnishings, chains, unit buyers, 
large dealers. Texas, Oklahoma, Arkansas, 
Louisiana. Desires direct factory connection for 
this territory. Address Box D-697, care of 
Harpware Aaz, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, 15 YEARS’ EXPERI- 
ENCE IN all lines pertaining to hardware de- 
sires position with reliable firm. Can arrange, 
manage and do locksmith work. Best of refer- 
ences as to honesty and experience. Any one 
desiring my services address—W. B. Taylor, 11 
Flint Street, Mansfield, Ohio. 


GENERAL HARDWARE MAN WITH 
EIGHT years’ experience. Manager of two 
retail hardware stores for seven years. Thirty-six 
years old. Prefer work in San Francisco Bay 
area, Northern California, or Arizona. A-1 refer- 
ences. Address Walter C. Miller, 1820 Clemens 
Road, Oakland, California. 





SALESMAN - REPRESENTATIVE, WITH 
ENVIABLE SALES record desires connection 
with hardware or tool manufacturer. Over 20 
years’ experience in the Metropolitan New York 
area, contacting the wholesale and retail hard- 
ware and mill supply accounts. Would like 
permanent position with reliable company. Per- 
sonal interview preferred. Address Box D-786, 
ace of Harpware Acer, 239 W. 39th St., N. Y. 
ity. 





YOUNG MAN, ENERGETIC AND AM- 
BITIOUS. Has six years’ experience selling the 
hardware, building, fishing tackle and housefur- 
nishing lines to retail stores. Seeking position 
as salesman or factory representative covering 
New York City and vicinity. Have many ac- 
counts in Manhattan and Bronx. Best of refer- 
ences. Address Box D-780, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


SALESMAN-CLERK, DESIRES POSITION 
WITH either retail or wholesale company. Sin- 
cere, willing worker, married, over 20 years’ ex- 
perience in the hardware and tool lines. Excellent 
display ability. An exceptional opportunity for 
a merchant who needs someone to handle his 
business with thought and care. Interview ap- 
preciated. Address Box D-785, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





20 YEARS’ EXPERIENCE RETAIL AND 
Wholesale selling of Hardware, Housefurnishings, 
Toys, Paints, Builders’ Hardware, Electrical, 
Plumbing, Factory, Mill Supplies, Sporting Goods, 
Radios—experienced window display, store de 
partmentizing, showcard and sign work. Willing 
to locate anywhere for a steady and permanent 
position at a reasonable offer. Available at once. 
Address Box D-784, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





20 YEARS’ EXPERIENCE IN RETAIL 
hardware. Last 15 years operating own store. 
Knowledge of tools, paint, shelf hardware and 
housewares. Trim own windows and interior 
displays. Know builders’ hardware and am 
good locksmith. Capable of taking entire charge 
of store, buying, managing, etc. 35 years ald, 
married. Metropolitan New York or Northern 
New Jersey preferred. Address Box D-781, 
~ of Harpware Ace, 239 W. 39th St., N. Y¥. 
ty. 





and department stores. 


SALESMAN WITH TWENTY YEARS’ EX- 
PERIENCE selling the retail and wholesale trade, 
wishes to represent an established Manufacturer 
in Texas, Louisiana and Oklahoma. Can furnish 
references as to sales ability and dependability. 
Acquainted with Hardware, Mill Supply and 
Plumbing Trade. Available immediately. Ad- 
dress Box D-782, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 























SIDE LINE SALESMEN 
WANTED 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on a 
commission basis. Write advising territory covered 
and lines now carri 
Address Box D-790, ‘care of HARDWARE AGE 
239 W. 39th St., N. Y. City 











Y SALES REPRESENTATIVES WANTED!!! 
to sell NEW COFFELATOR. Easiest selling item 
on the market. 2 to 6 cups of the most delicious 
coffee in 1 to 3 minutes. No metal parts. Famous 
infusion method. Approved by coffee experts. t 
Creole China. 6 beautiful colors. Sell anyone in 
your territory. Wonderful opportunity for “‘live 
wire.’ Bong —F sd own —. Write at once 
stating what te ro EL 

iidvess—COr cLATOR. "COMPANY 

Market Street, Newark, N. J. 














AVAILABLE: SPRING LINE OF METAL 
porch and lawn chairs, sun tan cots, etc. Also, 
beach chairs and hammocks and insulated picnic 
boxes. Exclusive territory. No house accounts. 
Commissions paid promptly. Tell us your mair 
line. State territory you cover and how often. 
fone a Walter S. Kraus Company, Wood- 
side, N. 





LARGE NEW YORK SPORTING GOODS 
FIRM requires services of experienced repre- 
sentatives to sell complete line of popular-priced 
sporting goods such as baseballs, baseball gloves, 
bats, boxing gloves, footballs, etc., for Western 
and Southwestern territories. To call on retail 
Only those with follow- 
ing apply. Can be carried with allied lines. 
State full particulars and references. Address 
Box D-789, care of Harpware Ace, 239 W. 
39th St., New York City. 

















Samples of Merchandise. Literature. Catalogs, etc.. will not be forwarded unlese accompanied by full 


postage for remailing. 











HARDWARE AGE 
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Accounts Wanted | |_ Business Opportunities | 








SALESMAN WITH YEARS’ EXPERIENCE 
IS open for connection with reliable manufac- 
turer to sell in and around St. Louis, Mo. Well 
acquainted with Hardware line and the General 
Merchandise Lines; bought same for a wholesale 
house for many years. Will sell on salary basis 
or straight commission. Address—Herman_ T. 
Fabricius, 3680 Bellerive Blvd., St. Louis, Mo. 





MANUFACTURERS’ AGENT, WITH A 
well-established following, desires an additional 
line with volume possibilities to sell to the whole- 
sale and better retail hardware and plumbing 
supply trade in Virginia. Not interested in any 
line unless it has merit. Address Box D-787, 
ra of Tfarnware Ace, 239 W. 39th St., N. Y. 

ity. 








WELL-KNOWN HARDWARE ware A REAL BUY ON AN UP-TO-DATE PAY- 
ON COMMISSION BASIS WOULD LIKE ING HARDWARE, GIFT, CHINA STORE. 
HAVE ONE OR TWO GOOD LINES. TO YEARLY SALES $75,000.00, CLEAN STOCK, 
SELL TO THE WHOLESALE HARDWARE, | GOOD LOCATION. GROWING CITY, FT. 
MILL | SUPELY, AND AUTO MOTI) © | LAUDERDALE, FLORIDA. POPULATION 
P AND SOME INDUST 18,000, NEAR MIAMI. GOOD LEASE. WILL 
KOTAS. MINNESOTA, IOWA, NEBRASKA 


SOT AS . , Ee ; | SELL’ FOR CASH ONLY. GOOD REASON 
KANSAS, MISSOURL (WITH EXCET TION | FOR SELLING, OTHER BUSINESS TAKES 


GOOD REFEREN ee nox | MY TIME. ADDRESS BOX D-783, CARE OF 
xe Chk oF ‘GARDWAhE ADE a3 HARDWARE AGE, 239 W. 39TH ST., N. Y 
WEST 39TH STREET, NEW YORK CITY. | CITY. 































| Basiness Oppcrtunitiea ||| Help Wanted = 





FACTORY REPRESENTATIVE NOW 
SELLING ONE product to wholesale hardware 
and mill supply jobbers in West North Central 
area wishes to secure one or two high-class fac- 
tory accounts for the same or slightly larger 
area. Address Box D-788, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 














MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close HARDWARE MAN, EXPERIENCED WHO 
outs, jobbers’ surpluses and any discontinued | IS able to design and/or build window dis- 
items in the hardware and harness line. Write | plays both in windows and in store. Address 
me what you have to offer. Address Harry J. | Box D-791, care of Harpware Acer, 239 W. 
Epstein, 815 Central St., Kansas City, Mo. 39th St., N. Y. City. 























He ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 
239 W. 39th Street 














New York, N. Y. 
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Just as Easy to Sell—and You Make a Man’s Size Profit ! 


CARTER srray NOZZLE 


SPRAY 
Rings up dollars, not dimes 


No more effort—the Cart 
Counter Display does the selling. Once your customers 
see this modern nozzle, with its one hand pressure con- 
trol, automatic water-saving shut- 
off, set nut stationary flow—they’ll 
want it. Stock up and display 
now—you'll cash in bigger iater. 
Order from your jobber. 


CARTER PRODUCTS CORP., 
702 Front Avenue, Cleveland, Ohio 


Kepresentatives: SOUTH—W. Bert McDonough, 431 
Peachtree St., N. W. Atlanta; EAST—W. A. Hirech, 
$8 Lamport Rd , Upper Darby, Pa.; Central Repre- 
sentatives, Inc., 1105 Broadway, N.Y.C PF. A. 
McGuire, 705 Rutger St., Utica, N. Y.; WEST — 
Frank W. Lee, 2117 Fair Park Ave., Los Angeles. 

































FOR SURE 
FIRE SALES 


The fastest moving housewares item 
of the season. The only can opener 
that swings back against the wall. 
Guaranteed for 5 years. 
$1.50 Each, List 

Representatives: D. E. Sanford Co.. San 

Francisco. Fox Agencies, Toronto. Canada 
lf You Cannot Get SWING-A-WAY From Your 

Jobber, Write For Information To 
F. L. McCABE 


THE STEEL PRODUCTS COMPANY 


MERCHANDISE MART . CHICAGO ILLINOIS 


HL 


Gee, dips or brushes 
to a satin smooth fin- 
ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
% pt. to 5 gal. cans. 


At America’s Lowest Price for Such Quality! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
Order from your jobber. agente for details. 


































Genui"" JOMES 2° SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
) & FLOORS-CREATE QUIET 


supplied write 


N.Y. C. 


Ask your Jobber. If he is 


DOMES of SILENCE, Inc., 35 Pearl St., 
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The Dash (—) Indicates that the Advertisement Does Not Appear in This issue 


A 
Meas Reed,, Bs. 20icvidses _ 
Acme Steel Company ........ 96 
AMe-O-Matie OO. cccccccsccsce 125 
All-In-One Cement Co. ........ 124 
Alen & Go.. Ime., GB. Ln. scccces 83 
Se ee is ED acs ccadcce —_— 
Miter & On, EAASEF ccccsccccs 123 


Aluminum Goods Mfg. Co. ..... -—- 


American Brass Co, ....+..++. 7 
American Chain & Cable Cu., .ue. 31 








American Chain Div. .......... 31 
American Fork & Hoe Co., The. _ 
American Pad & Textile Co. ... 131 
—- Sponge & Chamois Co., 

WM davetcucdansaae occe 
American Steel & Wire Co. come Fe 
American Thermometer Co. .... 132 
American Turpentine Farmers 

Assoc., Cooperative ........ - 
Ames Baldwin, Wyoming Co. ... 81 
Animal Trap Co. of America 
Se eee ee 105 
Archer-Daniels-Midland Co. .... 95 
Armstrong-Bray & Co. ..... oe Bae 
Armstrong Bros. Tool Co. .... 107 
MEU GH. oc tcoevcoessasees 79 
Asbestos Textile _Company, — 
Atkins & Co., Th. eécduaeceus 21 
Automatic Products Co. ...... 
Antoyre Co nome heandes .. 68-69 

B 
Babcock Co =, Ww 
Baker McMillen Go. .........-- 121 
Ballonoff Metal Products Co. - 
ff = Sener - 
Bassett Co., Wm. Li. ..ccccece 11 
De Me OM sever vctnn ow 123 
Pt Sh SEO wasn sc ccsescion 
Behr Manning Corp. ......... 
mere Ob... Bes; Ole: 20 cccscevec 
Best Universal Lock Ce., Ime. .. 
Bethlehem Steel Co. .......... 
Bissell Carpet Swee a” Co. = 
Blaisdell Pencil Co. .......... 115 


ee 
Bommer Spring Hinge Co. ..... 115 

Bond Electric Corp., Div. of 

Western Cartridge Co. ...... 
Borg-Warner OCOrp. .....cccecs 61 
Boston Varnish Co. 

— Woven Hose & Rubber 
2-13 


Boyle Co., A. 8." (Plastic Wood)  — 
Boyle Co., A. 8S. (Three-in-One 


Oil Div.) cocee ccccccccesess == 
er er. We eo ecm eens 114 
Brown & Sharpe Mfg. Co. ie ar 
BeUeR-R OO. ccccccccccoccces 125 
Builders’ Hdwe. "Textbook oe 
Burpee Co., W. Atlee ......... 85 
Burton a , WT eee 124 


Cc 

Calbar Paint & Varnish Co. .... — 
Carborundum Co., The ........ — 
Carey Co., The Philip ........ 90 
Carnegie-Illinois Steel Corp. .... — 
Carrollton Metal Products Co. .. — 
Carter Prods. Corp. ..... 
Casein Co. of America 

Central Commercial Co. (Sta-§ 
Gaeegten Hardware Co., The .. — 
Chepey Hammer Corp., Henry .. 71 
Chicago Lock Co. .......... _— 
Chicago Roller Skate i acti -- 
Chicago Spring Hinge Co. ..... 101 
Chicago Wheel & Mfg. Co. = 
Chisholm-Ryder Co., Ine. ...... 114 
Clayton & Lambert Mfg. Co. .. 12% 
Clemson Bros., Inc. 
Cleveland Chain & Mfg. Co., The — 
Cleveland Wire Spring _s The 122 








Cees Ts Gk. cvcccgsesrcess 93 
Coburn Trolley Track Co. ...... 119 
Coleman Lamp & Stove Co. ... — 
Cee CA, DT cc cccciesssece _ 
Colson Corp., The ...........+. 73 
Columbia Steel Co. .......... 17 
Colymbian Rope Co. .......... 24 


Columbian Vise & Mfg. Co. .... — 
Comfort Bed Spring Co. ...... — 
Connecticut Valley Mfg. Co. ... 115 
Continental Screw Co. 
Continental Steel Corp. 
Cook Co., H. €., The 





Crescent Tool 2 rar ae 
Crosley © Orp., EO coecéicdoce 
Cross Co. We 0 6n6008,0060% 
Cycle Trades of America, Inc. .. — 
Cyclone Fence Co. ......+.02- _ 
D 
Damascus Steel Products Co. .. 124 
Dazey Churn & Mfg. Co. ...... —_ 
Dempster Mill Mfg. Co. ...... -- 
eee ee SS. SPP 22 
Desmond Ste phan Mfg. Co. .... 101 
Dexter C0. ...-sscecvccesess -_— 
Diamond Calk Horeshoe Co... 99 


Dickson Weatherproof Nail Co. — 
Diets Co., B. B. .cccccccccces:s 113 
Disston & Sons, Inc. . Henry case =e 
Dixon Crucible Co. "Joseph coee 








Domes of Silence ...........+.- 128 
Drake Electric Works, Inc. ... 99 
du Pont de Nemours & Co., Inc.. 
. I., Fabrics and Finishes 
Dept., Chemical Specialties - 
Dudley Lock Co. ........-.- - 


Eagle Lock Coe. ....---ccccsees 117 
Eagle Mfg. Co. .. aa _ 
Eagle Rule Mfg. Co. 


Hedlund Os. ccccscccsscccssess 
Elastic Tip Co., The ....... 129 
Electro-Line Fence Co. ..... _ 
Embury Mfg Seu<cseee 106 
Emco Mfg. Co. .......- - 

Enterprise Mfg. “Co. em... = 
Estate Stove Co., The ... a 3 
Everedy Co., pag 97 

F 

Fate, Root, Heath Co., The ... 105 
Flexible Steel Lacing Co. ...... 10% 
Flex-O-Glass Mfg. Co. ..... oo. —_ 
Florence Stove Co. ..... - 

Fog King Lamp Co. .......... 122 
Foster Company, Benj. ........ — 
French & Hecht, Inc. ........ 111 


Frick-Gallagher Mfg. Co. ...... 121 
Frigidaire Div. 7 


Gale PreGucte ..cccsscesecsece 
Gardiner Metal 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport, 

Conn., Appliance & Mdse. Dept. 6% 
General Electric Co., Lamp Div. 26 
General Steel Warehouse Co., 

Inc., Bushman Saw Div. .... 


123 


101 


Gephart BEER, GR. ccccesescecs 

Gibson Electric Refrigerator Corp. 70 
Gibson Good Tools, Inc. ...... — 
Gilbert & Bennett Mfg. Co. ee - 
Glass Coffee Brewer Corp. .... 105 
Goodyear Tire & Rubber Co., Inc. — 
Graham Mfg. Co. ....ccccceces 125 


Gray & Dudley Co. ........... 
Greenlee Tool Co. .......-++-++ gv 
Griffin Mfg. Co. 81 
Griswold Mfg. Co., The ........ — 


Hamlin Metal Prods. Co. ...... 

Hanover Wire Cloth Co. ...... 

Hanson, Henry 

Hanson Scale Co. ..........+. 116 

Harris Hardware & Mfg. Co., 
D. P. 


Hawkins Co., The ...........- - 
Hazard Insulated Wire Works.. — 
Heckethorn Mfg. & Supply Co. .. 123 
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WARREN ST CORPORATION |, 


YORK NY 


Te) JEFFERSON ST 
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WHEN THE COLD 
WAVE COMES 
The store with torches in stock 
gets the sales. 


No. 800 QUART SIZE 
Low priced without the sacrifice 


of the well known C & L Quality. 


CLAYTON & LAMBERT MFG. CO. 
DETROIT, MICH. 














































Mouldeck RUBBER GOODS © Specisthes 








PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBSERS 
SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co 
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Now Nig 
You Can KNOW Your = tol ie 


“EL HARDWARE 
BUILDERS’? HARDWARE | gh 


Complete from A to IZZARD 












A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME... A BIG 
$3.00'S WORTH FOR YOU AND YOUR MEN. 















There are about 10 ways a hardware man 



















































BELONGS can use HARDWARE AGE’S Builders 
Hardware Text Book . . . You can keep it READ THIS LIST OF CONTENTS ‘ 
in Your FILES in your reference files for immediate, au- —. iit I 
thoritative information ... you can take INTERMEDIATE panel I 
it home at nights and study its Elemen- ADVANCED COURSE t 
tary, Intermediate or Advanced Courses WORKING BLUE PRINT ‘ 
. . or you can give it to that smart, So Aaa cae ee AND TABLES 
young clerk you are training to handle GLOSSARY OF BUILDERS’ HARDWARE TERMS 
Builders’ Hardware to study at home, 60 CHAPTERS 
to name three ways to use it. Sane te Re ae 
re some of the chapters 
A lot of so-called Text Books say they are Model Stock “4 
complete, but when you get them you find Butts and Hinges 
important information oe ns a is a a Al ee 
Text. Book which is complete. It’s written Getting Builders" 
by a man who knows his subject backwards, Scheduling, ote aa toe 
forwards and sideways, selling — ares rants — Loom gr eee Chart) 
Builders’ Hardware, who has the ability to e bus cP gee ler , 
tell what to do and what not to do in an in- ge ony HI Checking—Floor Hinges (Com- | 
teresting way .. . The comparative Charts on Mortise Bit Key Locks and Latches (Compara- . 
Finishes; Door Butts, » Jennies Mortise Bit il Locks — sendiees, 5 Sr Montlee Coie ib etch ahd tiene Stamens 
for Mortise Locks; Surface Door Closers and many others are wo e tive Chart) c c 
price alone. Trim for Mortse Locks (Comparative Chart) . 
When the news got around that we were putting Hardware Age’s “Tak- Schools of Design ' 
ing the Mystery out of Builders’ Hardware” articles in one fat volume . . . peoony / ae (Comparative Chart) 
s rn row 
= began coming in steadily for this complete ; Surface ‘Door Closers (Comparative Chart) 
’ loor Hinges, Concealed Closers and Thresholds 
P Co! ative Ch 
You need at least one copy of this Text Book, A. H. BROWNELL, ‘np Holders and Step Devices 
maybe more. Use the coupon below and have a Author Lavatory Hardware (Comparative Chart) 
copy where it will do you the most good and make eg oy ee Hardware (Sug- , 
= ~ = + nae ~ rong 4 oom = hemp Schoo! : House Hardware (Suggested Lists of t 
OCKS 
sturdily bound to last for years of heavy usage. a goed be hf re 
re 
Your copy is waiting. Federal Specifications cana mr ii 
mple Rooms 
ALL THE REALLY IMPORTANT ¥ 











THINGS and MORE, in this VOLUME. 






HARDWARE AGE 
239 West 39th Street, New York, N. Y. 
Gentlemen: Send me .... ....... copy fies) of the BUILDERS’ HARDWARE 


oO Attached is my remittance. 
TEXT BOOK et $3 per copy. [] Send me invoice with book. 





J. HAROLD DUMBELL, 


Exec. Sec., National Contract 
Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
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IR nF PO PO Pete ty CTE ee ry ee OT EE SDE: 
FIRM NAME etesees when it is finished. 
ADDRESS ...... odes Kc@eeres Va’ G4 on Gwe Mae eee ae Bade Bec 4606s 00 wkhewde It will be a handy 
p COY .......... Pe en ee en I RO so) OEE Ee a ee book to have.” 
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AST YEAR we offered Ta-Pat-Co dealers 

a store display for featuring Ta-Pat-Co 
Padded Collars. About 1,400 of these dis- 
plays were sent out to dealers requesting 
them. Six months later we made a survey 
with the following results: 


7O% of more than 400 dealers surveyed 
reported the Ta-Pat-Co display definitely 
helped them fo sell collars and collar pads. 


4'7% reported an increase in sales of both 
collars and collar pads over the same period 
the previous year! 


Put this display to work for you. Dress up 
a collar with a Ta-Pat-Co collar pad, set it 
off with this attractive display card and 


watch your sales climb. 
DISPLAY 


FREE xD 


The friendly appeal of this unusual photograph will 

be a constant reminder to farmers who read Ta-Pat- 

Co advertisements in the following farm papers hav- 

ing 4,725,247 circulation: 
Progressive Farmer 
Successful Farming Country Gentleman 
Breeder’s Gazette Hoard’s Dairyman 

A schedule of Ta-Pat-Co advertisements will appear 

in the foregoing publications from February through 


July. 


Farm and Ranch 
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THE AMERICAN PAD & TEXTILE CO., GREENFIELD, OHIO 
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(PLEASE DONT 
FORGET MY 


















































AMERICAN PAD & TEXTILE CO. 
Greenfield, Ohio. 


Dept. A 
Gentlemen: Please send me without charge 













the display card featuring... 
TA-PAT-CO PADDED COLLARS 








Name 









Address 

















Thermometer styles 
HAVE CHANGED, TOO 


Style is the magic wand of successful 
merchandising. What it has done for 
the automobile, the appliance dealer, 
the clothier, it can do for thermometer 
sales in your hardware store. 








Hook into this situation by featuring 
these latest thermometer inventions 
at once. 


Their style is news, and news gets at- 
tention. Their designs are beautiful, and 
beauty stimulates universal interest. 
Their adaptation is modern, and mod- 
ern things appeal to modern people. 


Hardware stores sell over $2,000,000 
worth of thermometers annually, so 
you've got a big market to shoot at. 
There's maximum profit in the 
American line, so you've got plenty 
of margin to work on. Order now 
from your jobber, or wire us direct. 


* * 
* *” 
\ Pp 
‘oo 1) Ln Re CAN 
- THERMOMETER COMPANY 
SAINT LOUIS U.S.A. 








